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10 Cents a Copy, $2 a Year 


Rough Proofs 


“You rarely see retailers kid- 
ding around with the sort of na- 
ional copy we see every day,” 
snor's Howard P. Abrahams. 

And he ain’t kidding. 

, 2 2 

The people laughingly referred 
to by Bill White as rag peddlers 
seem to have at least one eye on 
the cash register when they write 
their advertising copy. 


= S..9 
“Grow old along with me, the 
pest is yet to be,” says °47, the 


Magazime of the Year, as it pre- | 
'city newspapers and on 


pares to become °48 without even 
suiting a gear. 


. 9% 

Worrying about taxation, an 
AA writer says, “Personal plans 
of able men in advertising often 
determined by Uncle Sam. 

You mean just like in 1941 to 
1945? 

,. | ¥ 

Gladys the beautiful reception- 
ist says she hopes people who see 
he thin issues of magazines com- 
ng out during the holidays will 
ealize just how much they owe 
o advertising. 


e F-t 
“C&O series gives advice to 
New York Central,” headlines tne 
vorld’s greatest advertising jour- 
ial. 
Thus far New York Central 
iasn’t recorded a vote of thanks. 
vvry 
“Let us put to work for you,” 
suggests an advertising agency, 
certain ‘magic’ words that get 
naximum orders for meritorious 
roducts.” 
Maybe they have been peeking 
n Will Townsend’s book. 
ee 
“Daily News Record,’ the his- 
orical ad says, “added a section 
ievoted to the bustling new wom- 
on’s ready-to-wear industry.” 
And now the industry is bust- 
ing again. 


7, ¥ ¥ 
McPherrin, of American 
Jruggist, is chairman of the maga- 
ine publishers’ forum scheduled 
or next month, and he is no doubt 
ring a menu containing a 
ipply of vitamins. 


John 


vv 
John Orr Young, who promoted 
»ndell Willkie’s presidential 
andidacy in 1940, is now work- 
ng the Eisenhower boom, with 
the ‘ull cooperation of your old 
rier | George Gallup. 

v v v 
Ch cago retail sales, the Federal 
ne e Board reports, continue 
yell ahead of 1946, a_ statistic 
wi can’t be too cheerful news 
‘or ‘Voodruff Randolph and the 


20vs in Local No. 16. 
e ¥ 
ent AA headlines: “Sky- 
g Sells Motor Cars,” and 
‘I 2 Study Shows Blimp Ads 
M Remembered.” 
they pay agency commis- 
v v v 
you can eat for 50 cents,” 
tises a restaurant in Los 
Al es. 
wonder the experts report 


pulation is shifting toward 
5 ern California. 
Copy Cus. 


New York Central 


Plans No Reply 
to C&0 ‘Memos’ 


New YorK—The New York | 
Central System is not planning a 
reply, in advertising or publicity, 
to the series of large-space 
‘“*memos” addressed to this rail- 
road by the Chesapeake & Ohio | 
(AA, Dec. 22), according to Mal- | 
colm G. Collins, advertising man- | 
ager of the Central. 

The first “memo,” in 75 large | 
“Infor- | 
mation Please” on MBS last week, | 
through Kenyon & Eckhardt, | 
urged the Central to adopt “a| 


through coast-to-coast train in- 


|stead of merely ‘through sleeping | 


999 


cars. 

New York Central executives 
believed that the C&O—headed by 
Robert R. Young, and now the 
largest stockholder in the Central 
—wants it to run the Twentieth 
Century Limited from coast to 
coast. They pointed out, however, | 
that shortage of new equipment 
—despite the fact that the Central | 
has placed the largest passenger | 
car equipment orders of any rail- | 
road—makes it impossible to meet | 
all current demands on its regular | 
lines. | 
Accuracy Questioned 

Some publishers on the C&O) 
list, it was said, called the Central 
to question the accuracy, as well 
as the propriety, of the C&O 
statements. It was also intimated 
that the Young campaign against 
“banker management” was “un- 
dermining” not only the New 
York Central—with $2 billion 
in assets and 135,000 employes— 
but “other large corporations and 
the entire private enterprise sys- 
tem.” 

Since the war the New York 
Central has placed orders totaling 
about $60,000,000 for about 700 
new cars. Among these were some 
230 coaches, all of which have 
been delivered; 170 club, observa- 


tion, dining, mail-baggage and 
other cars, some of which have 
been delivered, and about 300 


Pullmans, none of which have yet 
been delivered. 


December Ad Cancelled 


A December magazine ad, which 
was to have promoted the new 
sleepers and _ other . equipment, 
was cancelled when the equip- 
ment failed to materialize. The 
ad ran only in National Geo- 

(Continued on Page 33) 


Resolutions ... 


the order of the day. 
See ‘Creative Man,’ 
Page 38. Other features: 


Ad-libbing 14 
Advertising in the Test Stage 35 
Advertising Market Place 36 
Creative Man's Corner 38 
Department Store Sales 20 
Editorials 14 
Getting Personal 18 
Information for Advertisers 14 
In Washington 8 
Obituaries 36 
Photographic Review 27 
Private Lines 32 


Rough Proofs | 
Voice of the Advertiser 24 


PANTRY—One angle of Deepfreeze merchandising involves the Deepfreeze 

pantry, a corner of which is shown above. Here visitors, guests, sales trainees 

and home economists get first-hand experience with the storage and preparation 
of frozen foods, under the aegis of charming Geraldine Corman. 


Ads, Youth and Luck 


Boost Deepfreeze Sales 


Record Campaign 
for Ford Trucks 
Gets Under Way 


Detroit—The largest truck ad- | 


vertising campaign in Ford Motor 
Company’s history will introduce 
Ford’s new 1948 truck models, it 
was learned last week. 

The truck line, which will offer 
the widest range of models and 
capacities Ford has ever built, will 
be announced as “bonus built” 
trucks next month in 600 to 1,500- 
line advertisements scheduled for 
1,500 newspapers. A nationwide 
showing of 24-sheet posters, now 
going up, will blanket the coun- 
try in January and _ succeeding 
months. 

A series of 15-second and one- 

(Continued on Page 37) 


_ Ad Budget Jumps to 
| $1,000,000 in Less 
han Three Years 


| NortH CHiIcaco, ILL.—A combi- 
/nation of rationing, food shortages, 
|an excellent press and some lucky 
|breaks telescoped 20 years of 
|progress in the home freezer field 
into four years. 

And a combination of youthful 
management, an intensive educa- 
tional program, brand name ad- 
vertising and effective public re- 
lations has carried Deepfreeze di- 
vision of Motor Products Corpora- 
tion to the top of the home freezer 
heap. 

Until the war came along, the 
maxim of the appliance industry 
was that it took approximately 20 
years to gain public acceptance 
for a major or “big ticket” appli- 
ance. 

Frozen foods had made their 
debut in quantity before Pearl 

(Continued on Page 34) 


Last Minute News Flashes 
Snow Crop Marketers to Triple Budget 


New YorK —Snow Crop Marketers, producer and distributor of 
frozen foods, in 1948 will triple its 1947 expenditure of $175,000. The 
new schedule calls for an increase in the use of newspapers, magazines 


and radio for the 40 varieties now being distributed. 


the agency. 


Maxon, Inc., is 


Freer Becomes FTC Chairman Again 
WASHINGTON—Commissioner Robert E. Freer becomes chairman of 


the FTC for a year, beginning Jan. 1. 


Commissioner Freer was pre- 


viously chairman in 1939 and 1944 under FTC’s policy of rotating the 


chairmanship annually. 
Republican. 


A commission member 


since 1935, he is a 


Litchfield to Receive ‘47 PR Award 


New YorK—Paul Weeks Litchfield, chairman of the voard of the 
Goodyear Tire & Rubber Company, will be awarded the 1947 public 


relations award on Feb. 3 by the 
lations Counsel. 
“The Greatest 
honor. 


Story Ever 


National Association of Public Re- 


Sponsorship by Goodyear of the weekly broadcast, 
Told,’ 


on ABC, was the basis for this 


To Launch Dodge Truck Campaign Jan. 7 


Detroit — First national advertising of the new Dodge truck line 


will break Jan. 7, 


according to L 
sales for the Chrysler Corporation division. 


. F. Van Norwik, director of truck 


The campaign is expected 


to be the biggest ever put on by the truck division. 
(Additional News Flashes on Page 39) 


Summon Volunteers 


for Embryo WPB 
fo Fight Inflation 


Plan Allocations 
of Scarce Supplies 
on Voluntary Basis 


By STANLEY E. COHEN 
| WASHINGTON —As_ 1948 opens, 
Commerce, Agriculture and In- 
|terior Departments are recruiting 
| “*dollar-a-year’” men for an em- 
|bryo WPB. First volunteers are 
| to arrive immediately after the 
\first of the year to face up to 
shortages resulting from unprece- 
dented demands for steel. 

Without. being dramatic, it 
ought to be understood that this 
new year finds America facing 
decisions as critical as any in the 
history of the republic. Within 
weeks after its return Jan. 6, 
Congress must take steps on the 
foreign and domestic fronts which 
will determine the future of every 
citizen. 

Congressional debates will try 
'to reconcile an admittedly infla- 
‘tionary foreign policy “must” 
with an already dangerous in- 
flationary situation at home. 


To Study Allocation 


With key industries producing 
at “ceiling” rates, the river of 
goods has not dampened the in- 
flationary fires. Commodity mar- 
kets fail to stabilize. Businesses 
and individuals, trying to hedge 
against the falling dollar, take 
steps which push the dollar down. 

The dollar-a-year men now be- 
ing recruited are supposed to pre- 
pare voluntary allocation § pro- 
grams to make the most effective 
use of scarce commodities and 
goods. Through a network of in- 
dustry advisory committees, they 
hope to increase production in 
areas where it will do the most 
good; wipe out irregular distribu- 
tion practices, and reduce the flow 
of scarce items to less essential 
users. 

Their problems are traceable in 
no small measure to the huge pro- 
gram to restore the economies of 
friendly European nations which 
the 


administration considers es- 
sential to national security. 
Map Four-Year Plan 

Under a carefully developed 


four-year blueprint, this aid pro- 
gram is supposed to put western 
Europe back on its feet. Serious 
deviation from the blueprint, the 
administration says, may prevent 
this recovery—and turn the whole 
Marshall Plan program into an 
“Operation Rathole.” 

If Congress were to accept the 
European aid program, the “dol- 
lar-a-year” men would have to 
help find nearly $7 billion worth 
of food, commodities and equip- 
ment — largely scarce—during 
1948. 

They would have to shield an 
already strained U. S. economy 
from the impact caused by with- 
drawal of immense quantities of 
grain, coal, petroleum, steel, ma- 


chinery and rolling stock. From 
wartime experience, these “vol- 
unteers” know that demands of 


this kind result in bottlenecks and 
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in an uncontrolled economy—in-{|under way will reach deep into 


flation and gray markets. 
Strong Setup Needed 


Among the men who are set- 
ting up this embryo WPB there 
is ample skepticism that this as- 
signment can be completed on a 
“voluntary” basis. From prewar 
days, when Americans were asked 
to save gasoline by driving 35 
miles an hour, until today, when 
they are asked to observe meat- 
less Tuesdays, the burden has 
fallen on an _ earnest, 
few. Their saving, if any, has 
been dissipated by the uncocpera- 
tive, and the opportunist. 

This embryo WPB now getting 


WHAT STUDIO SPECIALIZES 
IN CONTINUITY STRIPS 
FOR ADVERTISERS ? 


the economy, even under a “vol- 
untary” program. According to 
Commerce Secretary Averell Har- 
riman, it must deal with shortage 
problems in many fields—includ- 
ing aluminum, building materials, 
textiles, farm and electrical ma- 
chinery, nonferrous metal, nitro- 
gen and soda ash, among them. 


Hits ‘Chiselers’ 
Present plans call for agree- 


ments at “basic commodity levels” 
patriotic | 


to channel productive efforts into 
bottleneck areas, shut out less 
essential users, and cut off the 
chiselers. In textiles, for ex- 
ample, agreements’ conceivably 
could result in increased produc- 
tion of fabrics for low-cost gar- 
ments. For the present there is 
no intention of controlling the 
distribution of these fabrics 
through the processing and sales 
channels. 

The weakness, of course, is that 
there is no policing machinery. 
Less-essential users cut off by in- 


e 
e 


dustry agreements could go into, today’s needs. One well-informed | 


the gray market, pay gray market 
prices (which are perfectly legal) 
and charge what the traffic will 
bear for their products. 


May Employ Many More 


About 500 new government em- 
ployes are to be added during the 
next few weeks to get these regu- 
latory programs rolling. The fig- 
ure could easily run into thou- 
sands if Congress—in an election 
year—decides that further: steps 
are necessary to curb prices. 

Dollar-a-pound butter, and ris- 
ing prices across the board, have 
demonstrated the former congres- 
sional faith in the law of supply 
and demand. Such conservatives 
as Sen. Homer Capehart (R., Ind.) 
favor legislation to freeze the en- 
tire price structure. 

One reason why planning pro- 
ceeds on a large-scale, long-term 
basis is that the government is 
now convinced that the nation 
lacks productive capacity in many 
areas—steel, for example—to meet 


The Same People Who Hear 
EVENING Radio Programs 


. 


Read 


EVENING 


Newspapers 


Raaio time doesn’t just happen to cost more after 6 P. M. That’s 


when people are at home . . . relaxed, receptive and responsive. 


These same people read evening newspapers ... and read them in the 


same frame of mind. Their daily work ended, they digest your sales mes- 


sage ... and buy your product. 


With the largest daily circulation in Indiana his- 


tory. The Indianapolis News exerts the most powerful 


influence in this predominantly evening newspaper 


market. And what a market ...62% above the national 


average in effective buying income! In Indianapolis 


and the 33 surrounding counties, The Indianapolis 


News is a standout! 


7 fe = | a 


—IN DAILY CIRCULATION 


SIN DAILY ADVERTISING 
“Y “i/ _IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


4A. CARROLL. 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 « JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


| steaks are habit forming and but- 
|ter and fluid milk claimed many 


| 


| food 


official told this reporter last week | 
that one year under the develop- | 
ing programs may cause bottle- | 
necks in some commodities pred 
products; but that in others the 
situation a year from now could | 
be worse than today. 


Price Pressure Continues 


Continuous price pressure has | 
dispelled any pleasure that might 
be found in the new dollar sales 
records reported by the Commerce 
Department each month. 

The seasonally adjusted annual 
rate of personal income was run- 
ning at $202 billion in October. 

Retail sales figures for Novem- 
ber showed no let up, but Com- 
merce Department said the phys- 
ical distribution of goods over 
counters has continued to lag in 
some lines. For example, home 
furnishings and jewelry eead 
lagged behind last year. 

The issue of capacity for high- 
level production came forward 
also last week in the year-end re- 
port of the President’s Council of 
Economic Advisers. The council 
believes that much of today’s busi- 
ness planning is “off the heam”— 
in the sense that it is planning for 
scarcity, rather than planning for 
abundance. 


May Have Final Chance 


During 1948 business may have 
its last opportunity to think in 
terms of greater markets and 
greater opportunities under a 60,- 
000,000-job economy, the council 
says. 

In a_ scholarly—but unfortu- 
nately vague—dissertation on the 
mechanics’ of a high-speed cap- 
italistic economy, the council 
warns that business thinking in 
terms of “seven lean years” may 
bring on the very downswing 
which it tries to insure against. 

Today’s pricing policies show 
considerable evidence of “protec- 
tion’”-minded decisions, the coun- 
cil claims, with production in 
many cases tailored to artificially 
high profit levels. 

Warning that the “well-to-do 
cannot absorb the possible output 
of goods,” the council reminds 
business that the productive power | 
of the United States rests on “the | 
double process of enlarging mass 


markets and _ lowering prices 
through mass_ production of 
goods.” 


Urges Consumer Studies 


Asserting that business must 
accept “the lowest price consistent 
with a fair return,” it urges each 
company to search for an insight 
into the consumer’s real desires | 
and relative preferences. 

It warns that the free market | 


‘in a complex economy “is neither | 


as responsive nor as dependable | 
a guide to production as it was 
in a simpler economy.” | 

Caustically, the council ob- | 
serves that demand generated by | 
high level war and postwar em- | 
ployment upset-the elaborate gov- | 
ernment planning to stabilize the 
farm economy. 

To farmers wondering whether 
current food demands will con- 
tinue, the council says: “Beef 


addicts among the men and women | 
of the Army and Navy or among | 
civilian war workers tasting new | 
satisfactions on  riveter’s | 
pay.” 
“Equilibrium of maximum pro-| 
duction may require expansion of | 
non-farm goods and services and 
cutbacks of agriculture,” the coun- 
cil suggests. In that event, the 
council says, we shall see a great 
tide of better furniture, household 
appliances, telephones and elec- 
tric lights, farm machinery, auto- 
mobiles and amusement facilities 
“moving out into the barer rural 
communities.” 


Advertising Age, December 29, 1:47 


Distillers Must 
Show Media Use 
to Alabama Board 


MONTGOMERY, ALA. — Under a 
new ruling of the Alabama Ale«o- 


/holic Beverage Control Board, dis- 


tillers must furnish information 
to it on the amount and placing 
of their advertising in newspapers 
and magazines published in the 
state. 

Each distiller must declare, for 
the year 1947, the amount it paid 
to each publication on separate 
dates and for the year as a whole, 
and whether the payment was 
made through an agency or direct, 

Lamar Kelly, chairman of the 
control board, said the ruling 
would make it easier for the 
board “in its merchandising pro- 
gram.” He said figures on radio 
were not required because it is 
little used. 

“Liquor representatives often 
tell us their company plans a big 
advertising campaign which will 
help to move their products in 
Alabama,” Mr. Kelly explained. 
“We are not always informed as 
to whether such campaigns actu- 
ally are carried out. 

“The board feels this is a legiti- 
mate inquiry and we are not try- 
ing to put anyone on the spot... 
Some state newspapers have com- 
plained they are not getting a 
proportionate share of such ad- 
vertising. For this reason, they 
should be interested in such infor- 
mation being made available.” 


Issues Merchandise 
Brand Name Directory 


Apparel Arts, New York, pub- 
lished by Esquire, Inc., will pub- 
lish a directory devoted exclu- 
sively to men’s store merchandise, 
listing trade, style and brand 
names of men’s apparel, acces- 
sories and related merchandise, in 
its January issue, at no extra 
charge to subscribers. 

Reprints of the directory, which 
in addition to the brand name, 
will list name and address of the 
company which manufactures 


|/each product, may be secured by 


retailers, manufacturers, adver- 


|tisers and agencies from Apparel 
| Arts. 


‘Tung World’ Appoints 

Tung World, published by Tung 
World Publishing Company, Gul!- 
port, Miss., has named Frank 5S. 
Day and Charles E. Collier, 6 N. 
Michigan Ave., Chicago, as mic- 
western representative, and S. | 
McKeown Company, 342 Madi: 
Ave., New York, as its eastern 
representative. 


WIBK Appoints Phillips 

James I. Phillips Jr., former's 
in the sales department of Station 
WJR, Detroit, has been appointe« 
an account executive of Stat 
WJBK, Detroit. 


For over 59 years 
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"During the war most phases of American business changed rapidly and radically. 
Many looked forward to a post-war period of relatively stable conditions. Instead of 
realizing this, virtually all business is finding the tempo of change 


accelerating at an unprecedented rate. 


"In our continuing studies of markets for our clients, we are increas- 
ingly impressed with the extensive changes now taking place. These 
are being influenced by greatly broadening markets, changes in con- 
sumer demands, changes in personnel, and operating techniques re- 


vamped to suit today's conditions. 


"Our clients who manufacture and market products for the institu- 
tional field including hotels, hospitals, schools, colleges, restaurants, 
and other types of institutions are being advised of the need for a 
continuing reappraisal of these changes. They are impressed with 


the desirability of broadening their market-consciousness to include the entire 


Frank 5S. 
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field of mass feeding and mass housing. This market must be cultivated aggressively 


Above: Monty Mann, Vice-President and Media Director of Tracy-Locke Co., 


and constantly 
power." 
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* Hotels ¢ Industrial Cafeterias ¢ Office Buildings 

© Restaurants © Schools e Clubs 

© Hospitals * Colleges ¢ Jobbers, Dealers 

* Railroad Systems © YMCAs, YWCAs e Other Public and 

° Air Lines © Government Agencies Private Institutions 


Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 
tions which make up the institutional field. 
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Inc., Advertising Agency of Dallas, Texas. 


to obtain great benefits available through its huge purchasing 


The foregoing comments by Monty Mann, Vice-President and 
Media Director of Tracy-Locke Company, Inc., of Dallas, Texas are 
especially significant at this time in view of INSTITUTIONS Maga- 
zine's recent re-survey of the institutional field which shows this 
market as being more than eleven billion dollars in size. 


INSTITUTIONS Magazine is the only monthly publication, and 
INSTITUTIONS Catalog Directory is the only annual publication 
reaching all related segments of the institutional field. These publi- 
cations offer manufacturers of products which have an application to 
mass feeding and mass housing, the widest possible coverage of those 
who buy and specify the huge quantities of products, equipment and 
supplies consumed by institutions throughout the nation. Further 
information regarding this eleven billion dollar market, and the only 


publications which cover all its related segments can be obtained by writing direct 
. . . or consult your advertising agency. 
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Sanitation Kept 


By \ 


‘Employ industrial 
In Food Service) 
Sanitarian Advises ; 
| 


Operators on Better 
Summer Sanitation 
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Gets Airline Account 


Trans - Atlantic Airlines, 
York, has named J. R. Kupsick | Robert H. Deible: 
Advertising, New York, to handle Los Angeles, publis: -~ 
its advertising. 


New | 


tive. 


Joins Deibler 
Fred W. Frisenfeldt has joined 


Associates, 
representa- 


to us 
now. 


At a bend 
in the Merrimack 


River, LAWRENCE, one of the 


leading industrial 
cities of New England 
is nestled. A city that 


knows world fame as America’s 
Woolen Worsted Textile Capital... 
A city that is rightly considered 

a prize selling area by hundreds 


of advertisers. Here’s an 


why: Lawrence has a concentrated 
population of 85,603 people, 
but its retail trading zone 
embraces 34 communities 
(total population 283,678). 
Retail sales amount to approximately 


$52,358,000 and food sales 

are estimated at $15,473,000 

(Sales Management Survey). 
Get full information 
on Lawrence and data 


of the only local 
dailies which serve 
it (Morning Eagle 
and Evening Tribune, 
ABC over 36,000) 
by writing 


inkling 


POHIO SELECT LIS 


CHICAGO 


BILLION 
DOLLARS 


LIST Market. 


dailies. 


That's the OHIO SELECT 


Get your 


share with a schedule 
in these 49 home-town 


One order. 


One check. 


STROM 


Y, 


- 


JOHN W. CULLEN CO. 
PUBLISHERS’ REPRESENTATIVE 


CLEVELAND 


one 


SA4Q3ns 


Pi 


et 
N 


T NEWSPAPERS. 


NEW YORK | 
CINCINNATI 


Chicago Strike 
May Soon Tie Up 
Commercial Shops 


Cutcaco — Thirty-five hundred 


more linotype operators and com- | 


positors, in addition to 1,500 now 
on strike here against six news- 
papers, 
Chicago. 

All 5,000 are members of Local 
16 of the International Typograph- 
‘ical Union. 
ployed by large and small com- 


may soon quit work in| 


The 3,500 are em-| 


/mercial printing houses here in | 
the nation’s largest printing cen-| 


ter. 


The shops’ contracts expire | 


midnight, Dec. 31, and they face | 


the same “no contract” logger- 
head that led five weeks ago to 
the newspaper strike. 

_ One reason why the strike 
against commercial shops may 
develop is that it would undoubt- 
edly help the local’s fight against 
the newspapers. The newspapers’ 
advertisers have been getting good 


‘service from R. R. Donnelley & | 


‘Sons (a non-union shop) but 
|many unionized printing houses 
are setting advertising type for- 


merly handled by the newspapers. | ; ‘ 
| struck not to obtain higher wages 


| but to maintain a closed shop in 


Would Cut Down Ads 


If the commercial plant type- 
setters should go out over the 
“no contract” issue, advertisers 
could not get nearly so much type 
for their ads, the newspapers 
would handle fewer ads and 
would see a big loss in revenues. 
This, union leaders are consider- 
ing, might induce newspaper pub- 


|erease here. Earlier, at the union | 
|meeting, Mr. Pilch declared that 


lishers to change their adamant | 


| policy to one permitting wage in- 
jon 60 days’ notice. 

| Publishers here—including some 
|of the nation’s largest magazine 
;}and business paper owners—be- 
lieve the commercial plant strike 
}a “50-50” possibility. Esquire, AA 
/understands, is again—as it was 
a year ago—far ahead on type- 
setting, getting “set” because of 
the strike possibility. Others are 
not dating pages, in case pages 
now being prepared for January 
or February issues cannot come 
out till later months. Still others 
are acquiring Vari-Typers. 


Votes for Strike Authority 


A week ago the ITU local voted 
to give its steering committee 
power to act quickly if a deadlock 
develops in its negotiations with 
the Franklin Association. The local 
also has presented its wage de- 
mands to the Franklin Associa- 
tion, which represents the com- 
mercial shops. The demands are 
“strong” ones: 

For commercial day workers, 
the union asks $102.60 a week for 
a 3215-hour week, $22.49 more 
and three and a half hours less 
than the present scale. For night 
workers, the union asks $27.68 
more per week—bringing wages 
per week up from $85.18 to 
$112.86, and for three and a half 
hours less time. Lobster (third) 
shift workers seek the same in- 
crease, but for 30 hours per week 
instead of 3214. 

The Franklin Association has of- 
fered to negotiate the wage in- 
crease providing the union first 
agrees to a one-year contract. It 
was this same proposal of the Chi- 
cago Newspaper Publishers Asso- 
ciation that the union rejected. 

Meanwhile, in Federal building 
here last week, a congressional 
committee heard Woodruff Ran- 
dolph, international president of 
ITU; John O’Keefe, head of the 
Chicago Newspaper’ Publishers 
Association, and others on the 
problems involved in the ITU “no 
contract” stand. 

Mr. Randolph said there “is a 
common purpose behind the ac- 


creases under contracts cancellable 


|problem in the commercial shops | 


/complaint 
|NLRB general counsel, that the 


é 
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PORTIA CELEBRATES—Special luncheon guests to celebrate the broadcasting 

of the 2,000th script of "Portia Faces Life" included: (left to right) William R. 

Baker Jr., executive vice-president, Benton & Bowles; Mona Kent, author; W. A. 

Sugg, advertising manager for Post cereals; Lucille Wall, who plays "Portia," 

and B. F. Grogan, assistant to the director of advertising of General Foods, 
"Portia's'’ sponsor. 


tivities of the publishers and com- ing up the arbitration process and 
mercial employers in that they are specifying arbitration as the sole 
trying to coerce the locals of the determinant of civil liability. 
ITU into the kind of contracts! The civil liability clause reads: 
they would want... There is no | “It is agreed that procedures herein 
union in the country that has felt |Provided . . . shall be used to the 
the impact of the Taft-Hartley |¢xclusion of any other means 
law as we have.” available. ra Remedies otherwise 
Mr. O’Keefe said he was sure | 2Vailable to the parties are ex- 
that all newspaper publishers here | pressly waived. me 
would prefer to continue the| _ This sidesteps civil actions pos- 
closed shop if it were legal. He — erncni eu pec capa = 
* ““~“|the autonomous rig o invoke 
declared, however, that the union ‘the new arbitration agreement is 
left to the local pressmen’s union 
and the individual publisher, and 


violation of the law. 


; _ |there is no compulsory arbitra- 

John J. Pilch, head of the Chi- tion. The agreement becomes 

cago local, said the publishers effective locally when signed by 
never have offered a wage in- 


the parties. 


ENGRAVING NO ANSWER 


LOUISVILLE — There is only a 
: . — slight chance that daily news- 
that is going to extend our ability 'papers will replace their regular 


to the utmost.” | typesetting methods with photo- 
D.C. Local May Strike 


‘engraving processes, Edward J. 
‘ | Volz, head of the International 
Meanwhile, in Washington, the | ; : : . 
ITU refused ‘to produce records Photo Engravers Union, said here. 
subpoenaed in the NLRB case} 
brought against the union by the Monsanto Ups Hobson 
American Newspaper Publishers Edwin LL. Hobson, assistant 
Association; This refusal, it was | branch manager of the New York 
agreed, would lead to a court test | Plastics office of Monsanto Chem- 
—although the NLRB set the case |ical Company, has been appointed 
for hearing in Chicago Jan. sales manager of thermoplastic 
7, regardless of whether the courts molding materials, Springfield, 
’ : “|Mass., effective Jan. 1. He suc- 
rule on the subpoena question in| ceeds Arnold C. Martinelli, who 
the meantime. |has resigned to become general 
The NLRB’s trial examiner, Ar- | manager of Rogers Plastics, Inc., 
thur Leff, permitted reinstatement | North Wilbraham, Mass. James P. 
at the Washington hearing of a|Skehan, sales manager of sheet 
by Robert Denham |plastics, has been named to_re- 
4 Hobson. in the New 


“we’re confronted now with a 


|place Mr. 


ITU members have engaged ia | *** erase. 


slowdowns in violation of the act. | , 
Launches Publication 


Detroit mewspaper publishers, 4 
bothered for several weeks by| Hardware & Builder, a new 
what they term slowdowns by monthly for Western Canada’s 


hardware, paint and building sup- 
plies retailers, has been started 
with H. M. Sedgwick, formerly 
with McKim Advertising Litd., 
Vancouver, as editor and pub- 
llisher. Offices of the publication 
are located at 611 Yorkshire build- 
ing, Vancouver, B. C. 


ITU employes there, have set up 
machinery to produce photoen- 
graved editions if necessary. 
Printers employed on Washing- 
ton’s four newspapers voted 412 
to 42 last week to ask the ITU’s 
officers to authorize a strike vote. 


TORONTO STRIKE ON 


Toronto—About 600 pressmen 
remained on strike here last week 
as members of the Printing Press- 
men’s Union (AFL) continued to 
hold out for a wage demand of 
$1.42 an hour from some 75 com- 
mercial printing houses. 

MacLean-Hunter Publishing 
Company claimed, however, that 
nearly all its compositors were | 
working. Consolidated Press said 


NEW JERSEY’'S FOURTH LARGEST MARKE 


1a 


= 


—"| 


CANNOT BE SOLD 


all its employes were out on FROM THE \ i 
strike. | 
PRESSMEN, ANPA RENEW OUTSIDE Y Lp 


ARBITRATION PACT 


CincinnatTI—Officials of the In- 
ternational Printing Pressmen’s 
Union and the American News- | 
paper Publishers Association last 
week said they had renewed their 
international ‘arbitration agree- | 
ment for another five-year period. 

This agreement will round out 
nearly 45 years of arbitration, and 
the major changes in the new) 
agreement were provisions speed- 


Let’s look at the facts - 
Good market—New Jersey’s 4th largest 
Good paper - Modern, concise, complete. 
Coverage - 93% of entire population 
Circulation - 92% home delivered. 


Send for complete 1947 Market Facts Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED B6Y 


BOGNER & MARTIN 
295 MADISON AVE, NEW YORK © 228 NW. LA SALLE ST., CHICAGO 
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Columbia Shifts 
Program Schedule 


New YorkK—Columbia Broad- 
casting System, which will shift 
a number of major shows to new 
time periods after the first of the 
year, will inform its audience of | 
the fact only through network 
announcements. 

Friday night will take on a new 
complexion effective Jan 2, with 
new comedy shows being added 
and veteran programs being moved 
to provide a solid session of com- 
edy. General Foods’ new come- 
dian, Danny Thomas, debuts at 
8:30 p.m., EST, replacing ‘The 
Thin Man.” Old Gold’s crew of 
Don Ameche, Frances Langford 
and Frank Morgan move to the 
adjacent spot, changing places 
with Mark Warnow (Borden Com- 
pany), who is bracketed for 9 p.m., 
EST, Wednesdays. 

Long accustomed to the Sunday 
6 p.m. time, Ozzie and Harriet, 
International Silver Company 
team, change to 9:30 p.m., EST, 
Fridays, next week. Into the half- 
hour left vacant goes the ‘“Pru- 
dential Family Hour.” The elec- 
tric companies’ Phil Spitalny takes 
over in the time abandoned by 
the latter program. At AA’s press 
time, this left Sunday at 4:30 
p.m., EST, wide open. 

Another Sunday change shifts 
“Here’s to You” from 2:45 p.m. 
to 5:15 p.m., EST. -Charles E. 
Hires Company is reportedly plan- 
ning to expand this 15-minute 
musical to a 30-minute show in 
the spring. 

Abe Burrows, gag writer turned 
comic, who starts working for Lis- 
terine on Jan. 3, will be heard 
at 7:30 p.m., EST, effective that 
date. He will be followed by 
Hoagy Carmichael, a CBS sus- 
tainer since he lost his sponsor 
several months ago, who moves 
out of a Sunday evening spot. 


Offers Course for 
House Magazine Editors 


Kenneth C. Pratt, editor of 
“Stet,” the house magazine for 
house magazine editors, will con- 
duct a course on human relation- 
ships in business at the National 
Arts Club, 15 Grammercy Park, 
New York, starting Jan. 13 and 
continuing once a week for eight 
reeks. 
The course has been designed 
to give a better understanding of 
the public relations aspects of 
company publications. House 
Magazine Institute, New York in- 
dustrial editors’ association, is 
sponsoring the course. 


Expands Ad Program 

Air King Products Company, 
Brooklyn, is planning to increase 
its advertising by about 25% in 
1948. The manufacturer of radios, 
combinations and wire recorders 
recently added distributors in nine 
cities. Promotion, through Myron 
Jonas Company, New York, will 
include full pages 
papers, breaking in January, di- 
rect mail and cooperative news- 
paper copy. 


McGehee Moves Office 

The New York office of Francis 
N. McGehee, advertising sales 
Management counsel, has’ been 
moved from the Waldorf-Astoria 
to 875 Fifth Ave. 


Not tomorrow, but now. Let 
BSN help you do it! 


in business , 


Mailing-of-the-Month Club, a 
service organization, has named 
John Freiburg & Co., Los Angeles, 
to handle its advertising. The 
agency has moved its offices to 
812 W. Eighth St. 


To Knapp-Shepard 


Knapp-Shepard, Inc., New York, 
has been appointed to direct the 
advertising of National Sports 
Photos, Inc., New York. Maga- 
zines will be used. 


Names Freiburg Agency Milliken Woolen 


Account Leaves 
Young & Rubicam 


New YorK—Young & Rubicam, 
which has handled the Milliken 
Woolens account for Dering, Mil- 
liken & Co., is no longer handling 
the account and a new agency 
will be named shortly. 

The cottons part of the com- 
pany’s advertising has been han- 


AFA Adds Six Members © 


dled by Ellington & Co. 

Young & Rubicam was named 
to handle the company’s account 
in February, 1946, the first ges- 
ture by the company toward con- 
sumer advertising in 81 years.' 
The first consumer advertising ran 
in September, 1946. 


The Advertising Federation of | 
America has added the following 
to its membership: International 
Correspondence Schools, Scranton, | 


5 


Pa.; Journal, Flint, Mich.; Press, 
Grand Rapids, Mich.; Gray, Ket- 
terer, Hansen, Inc.; Frank & Hol- 
linshead and the Grocers’ Spot- 
light, all in Detroit. 


SIMPSON-REILLY, ure 
Publishers Representatives 


SINCE 1928 
SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 
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mer ? 


The architect who designs the houses, or the bricklayer who 


builds them? The doctor more than the nurse, the lawyer 


more than the stenographer? Wherever you look, education 


is clearly reflected in increased buying power. The higher 


income potential and, too, the ambition for improvement 


make the better educated your best customers. 


With the amazing figure of 60% of 
its readers who have been to col- 
lege the newspaper PM offers one 
more substantial proof that its 
readers are the top market among 
New York media. 


Education of PM readers compared to National Average: 


PM 
60% 


Grade School, High 
School arid College 


These Are Facts... 


tom 


U.S. 
10% 


PM U.S. 
MA 29% 


Grade School and 
High School 


. 60% of PM readers have attended college. 
. An average of 3.1 persons in each family — 79% are buying 


adults over 20 years of age. 


Aan & 


offered. 


PM U.S. 
5% 56% 


Grade School 
Only 


- More than 4 out of 5 are young — between the ages of 20 and 45. 
. In 84.8% of the homes, others besides the purchaser also read PM. 
. 93.6% take PM home with them—and this is a morning paper. 
. 35.8% response to a survey questionnaire with no inducement 


Send for a copy of the PM survey today. 
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Raymond Joins Reinhold 


Allen A. Raymond Jr., formerly 
director of the Howe Service, Inc., 
has joined Reinhold Publishing 
Corporation, New York, as pro- 
motion director of Progressive 
Architecture and the American 
Chemical Society publications, In- 
dustrial & Engineering Chemistry, 
Chemical & Engineering News, 
Analytical Chemistry, Journal of 
the American Chemical Society 
and Chemical Abstracts. 


Names Anfenger Agency 


Stitzel-Weller Distillery, Shiv- 
ely, Ky., distiller of Old Fitz- 
gerald bonded whisky, has placed 
its advertising with Anfenger Ad- 
vertising Agency, St. Louis, effec- 
tive Jan. 1. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


Tretomerts tp V8. te OF | 


Some Prices Up 
in Sears, Wards 
‘Sale’ Catalogs 


Cuicaco — Still accepting 10% 
down payments, Sears, Roebuck & 
'Co. and Montgomery Ward & Co. 
‘have mailed out their 1948 mid- 
winter catalogs to several million 
regular customers. 

The “sale books” each list price 
| markdowns on a wide variety of 
items, ranging from clothing to 
linens and farm equipment. How- 
ever, some prices have gone up. 
Sears’ Coldspot home freezer— 
the 1812-cubic-foot model—is of- 


fered at $424.50 ($42.50 Se thy | eibutor of buckaroo equipment. | 
in e 


When first introduced 
| spring of 1947, it was priced at 
'$360 ($96 down). The freezers 
were not listed in the 1947 fall 
| book. 

Sears’ radio - phonograph - wire 
/recorder, first sold in its stores 


here last spring at $169.50, is now | commercial manager of Station | 


lin the catalog for the first_ time, 


jat $188.60. 
/'matic washer, which Sears sold 
|locally here as early as April, is 
‘not yet offered in the catalog. 
|Sears’ midwinter catalog contains 


|270 pages. 

| Wards’ 164-page midwinter 
|book offers substantial reductions 
on radios, tires, vacuums and 


| other items. Its own and Pep- 
|perell sheets are down only a few 
|cents while men’s shoes are priced 
ithe same as in the larger °47-’48 
| winter book. 
Appoints Rousch Agency 

L. W. Rousch Company, Louis- 
ville and Detroit, has been ap- 
/pointed to handle the advertising 
of Th’ Ol Corral, Detroit, dis- 


'Direct mail, newspapers, and 
/horse and western magazines will 
| be used. 


‘'WHAV Appoints Sargent 


Lew Sargent, a veteran of New 


|England radio, has been named 


'WHAV, Haverhill, Mass. 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue 


published February 9, 1947 


The Kenmore auto- | 


Printing Strikes 
Bring Vari-lyper — 
New Recognition 


New YorK—One beneficiary of 
|the printing labor wars is Ralph 
.C. Coxhead Corporation, maker 4 
‘of the Vari-Typer. i 

When the Chicago dailies 
| switched to the Vari-Type and 
| offset processes for publishing, in- 
terest in the Coxhead method of 
composition jumped. Nearly every 
major newspaper publisher, says 
a Coxhead executive, has visited 
'Chicago and watched the method 
used by the newspapers to evade 
the striking International Typo- 
graphical Union. The result has 
been a thick flood of inquiries, | 
‘many on a contingency basis. 
About 100 newspapers now have 
| Vari-Typers, but many have had 
them long before the _ present 
strike crisis, and have found them | 
useful in their operations for run- | 


| of-the-mill inting. 
(0 mill printing ‘can’t stand the expense of con- 


In fact, Coxhead seems to be) : Sint : 
|relatively cautious about predict- | ventional printing. i ae 


7 7 s t mail shops 
ing its future, in contrast to en- _— > 
thusiasts like Hearst’s Paul Gal-|2P0ut half have Vari-Type ma- 


lico, who sees in the Vari-Typed | Chines, and Coxhead spokesmen 


Chicago newspapers the daily of say that every large corporation 
the future. The manufacturer is hee ror R finial 
inclined to think that vari-typing b cere wee teen 


will supplement printing rather 4 the brit = ae a rl 
than displace it. chine can turn out: stencils, tabu- 


lar material and forms, which 
Fears Strike-Breaking Charge can be subsequently mimeo- 


The big future for Vari-Type, 8™@phed or hectographed. 
‘it believes, is the field of small) Another field is opening. With 
order and job printing, which is | the use of certain kinds of metal- 
now prohibitive for many former | li¢ and sensitized paper, offset 
users. Where church, school and| Production can be accomplished 
small business publications once | Without photographing the mate- 
went to the printer, costs have rial. Hotel Commodore here, for 
now made this impossible and the example, used to print its menu, 
company believes that Vari-Type employing a printer who had to 
‘composition and offset printing have 48 hours advance notice. 
will fill the gap. The company is With varying food conditions, the 
cautious about its predictions, | Commodore has the outside and 
largely because it does not want trim of its menu printed in color 
to be put in the position of manu- conventionally, fills in the menu 
facturing a “strike-breaking” de- with Vari-Typer, and uses a paper 
vice. It will say, however, that plate for offset reproduction, sav- 
when the operators are skilled in i" about $200 a week. 
| its operation, the Vari-Typer will 
set copy faster than a linotype, , os ee 
and that the text can be varied | Herald Trib’ Circles 
‘to suit almost any typographical| Globe by Air 


| case. _. | The New York and European 
| The company takes no side editions of the New York Herald 
) in the strikes, neither does it ask Tribune are now being air-de- 
| the specific use to which machines | livered to 830 cities throughout 
‘are to be put, and it tries to fill|the world. Approximately 13° 
/emergency orders quickly—which Cities in the U. S., Canada a1 
accounts for the speed with which Latin America : —s by os 
| ..|newspaper, and more than é 
|some of the newspapers got their cities in Europe and Africa. 


machines. Recently the New York Times 
Up to 7,000 in Use announced that it is on news- 
? stands in 136 cities in the U. S., 
Since 1932, between 8,000 and Canada and South and Central 
10,000 Vari-Typers have been sold, America and Europe. 
and the company thinks there are 
about 5-7,000 in the U. S. They 
do a variety of jobs, for a variety | 
of owners, from advertising agen- | 
cies to cemeteries. 


NSHicken iste! 


SCRAPPIE 


NEY waiant 10% OFF 


IT'S NEW—Morton's chicken giblet 

scrapple, a new breakfast dish packed 

in loaf form, is being distributed by 
Morton Packing Co., Louisville. 


{same space as an “I,” and this 
sometimes accounts for a word’s 
looking overcrowded or gaping. 
The machines are widely owned 
by printers, strangely enough, who 
use them to handle jobs which 


McCullough Is Editor 


Dean R. McCullough, managing 
editor of the Philadelphia Daily 
News since 1935, has been ap- 


The machines currently sell for pointed editor of the newspaper 
$235 to $800, depending on the effective Jan. i. He will succeed 


model and gadgets on it. All Vari- [ee Elimaker, editor and pub- 
Typers use equal spaces for all jisher, who will continue to write 
letters, i.e., a “W” occupies the his daily signed editorial column 


FLUORESCENT 


ELECTRIC DISPLAYS 


 WRITE-WIRE-PHOWE: 


ADVERTISING DISPLAY CO. 
OHIO BLDG,, CINCINNATI 2, OHIO 
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i 2 |Sayman, president of the com-;way, combination wire recorder 
Tool Owners aang le cua Boosts Magazine pany, says adequate stocks are|and phonograph, has —, its 
7 2 now available again and Sayman’s | @dvertising with Dorland, Inc., 
No Union; Court WCBS-TV, New York, has ad- Campaign in “48 r : 


Denies Appeal 


New YorK—The word “union” 
in the title Tool Owners Union is 
termed misleading by Justice 
Samuel Null of New York Su- 
preme Court, who has denied an 
application by the organization to 
compel the State Board of Stand- 
urds and Appeals of the Depart- 
ment of Labor to approve a cer- 
tificate of incorporation to enable 
the TOU to operate in New York. 

Justice Null noted that “the 
record fully justifies the conclu- 
sion reached by the respondents 
that the petitioner’s purposes, so 
far as they relate to the use of 


ded Fridays to its regular program 
schedule. This gives Columbia’s 
key television outlet five succes- 
sive days of programming. In ad- 
dition special events occuring on 
Mondays and Tuesdays will be 
televised in the future. These 
days previously have been de- 
voted to the station’s maintenance 
operations. 

First noteworthy Friday night 
telecast was the Riggs -Kramer 
professional indoor tennis contest 
in Madison Square Garden under 
the sponsorship of the Ford Motor 
Company on Dec. 26. 


Plans Lighting Show 
A Planned Lighting Exposition 


for Sayman Soap 


St. Lovis—A “lathers at a/§ 
touch” theme will keynote the ex- 
panded national magazine cam- 
paign in 1948 fer Sayman Vege- 
table Wonder soap. 

The manufacturer, Sayman 
Products Company, is adding 16 
Metropolitan Group Gravure and | 
locally-edited newspaper roto sec- | 
tions to its list for next year. | 
Other magazines and farm | 
lications on the schedule include 
Capper’s Farmer, Good House- 
keeping, Holland’s Magazine, 
Household, Progressive Farmer and 
Today’s Woman. | 


advertising will be sharply 
creased. 

Copy for the new campaign will 
be slanted at the housewife who 
is faced with hard water prob- 
lems. The company believes she 
is more lather conscious than ever, 
“due to the flooding of the house- 
hold soap market with dozens of 
suds-making detergents.” 

Krupnick & Associates handles 
the Sayman account. 


Gets Wireway Account 


Wire Recording Corporation of 


America, manufacturer of Wire- 


in- | 


New York. 


Sive Agency Moves 
Leonard M. Sive & Associates, 


Cincinnati agency, has moved its 
offices to 22 W. Seventh St. 


‘THE LETTER SHOP, Inc. 
481 G. Dearborn St.. Chicago 5, Illinois 


iblet oF See eee ie = title, are | ane cottermions, spansored by the The 60-year-old bar soap was | WwW h a h e H E L L 1S 9 
yes rele te sedidie policy 9 -sylvania, will be held March 1-4 |!" ty supply Bony the war | ut 2, ee ee see ee ae tat ae ee ; 
. ead t: | “115 . ae ears, use e reit of | ness is getting fed up with the wea 0 ne a « 
“4 Y The state board had commented, tell~- William Penn Hotel, Pitts olmentdik eammtaaah po Ag or “i 3. ‘rs anemic ideas in today’s Advertising. along on k, mediocre Advertising. 
——— after ruling adversely in Febru- | 
1 this ary, that the Tool Owners Union 
sails internal structure was undemo- =—=S=S==—=—=——————SSSSSS=====EaE=—EeEEEEEEEEE————— 
ing ; cratic. ‘“‘No more fascistic organ- — 
abaaadl ization . . . has yet come before Re 
. who the official attention of the board,” 
which it said in part. 
con- Allen W. Rucker, founder, presi- 
00 di- dent and mainspring of the TOU, 
York and president of Eddy-Rucker- 
ore Nickels Company, Cambridge, 
etnies Mass., ad agency, said the deci- TH FE , 
ration sion would be appealed, and that 
“labor unions have no monopoly 
racted on the word ‘union’ in New York.” 
> ma- When he announced the forma- | 
tabu- tion of TOU in newspaper ads in 
which May, 1946, Mr. Rucker said it 
imeo- would be formed “to safeguard 
the human right of every Ameri- 
With can to be secure in his ownership 
metal- of property and tools and enjoy BY WGN 
offset the legitimate competitive earn- 
lished ings therefrom, free from exces- 1 
mate- sive taxation, inflation and con- | 
e, for fiseation at the hands of anyone.” ! 
menu, ! 
1ad to . . ae : ° oe ° | 
notice. Kellogg Launches WGN ’s story of Chicago radio activity is an inspiring one . . . it | 
is, the . 7 ? ad ° {|| 
e and Feeder Premium is a story of service and leadership in the nation’s second market. 
. color \ 
Barts Ceesx—The Kellogg i i i ntitled to know what the | 
— Company will launch a campaign | WGN believes radio advertisers are e y | 
a- oe ees ans See are getting for their money . . . we spend more, in an effort to help | 
’ premium—a bird feeder—for 25 : . 
cents and a box top. Refills are advertisers and agencies choose times and programs which can do 
available on the same basis. ‘ é ‘ 
The premium will be promoted the best possible job, on radio research material than any other | 
in January in four-color, half- A . aah . H 
page ads in Premium and United Chicago station. In subscribing to all Hooper reports of both Chi- | 
Feature comics, and in February ‘ ‘ . 
ropean , 
sserald issues of Grade Teacher and The cago and Milwaukee, as well as the Chicago area Nielsen Radio | 
1ir-de- Instructor. Trailers will be used n- 
ughout with the Galen Drake show on Index, and the Broadcast Measurement Bureau, we offer the co | 
y 130 ABC. . . . . h thr h li YQ 
oughout the year to our clients. 
me and Kenyon & Bctchardt has the ac- tinuing guidance of radio researc g y 
in 695 — And in addition to top research facilities we have the best cover- 
‘Ti i i i -BMB, covers 829 | 
webs Opens L. A. Branch age story in Chicago. WGN, according to. BMB, 
U.S Rolls Razor, Inc., New York, will counties in 26 states at nite . . . 433 counties in 13 states during the | 
Sentral open a branch office at 336 S. La | rk . Fait i 
Srea Ave., Los Angeles, on Jan. | i nt part of this story is that o counties | 
\5. T. A. Fernee, who has been | day .. - but the importa t P y q i 
with the Rolls sales division, will . OF more during the da | 
. be i chakee, A ereue af fala | exceeding 50% coverage, WGN has 31% g y; | 
: epresentatives, using Los An-| * : : 
naging cles as their headquarters, will | 13% more at nite, than any other Chicago station. 
| a avel the Denver-West territory, | ‘ ° . | 
Sale lagke and West Texas. | These factors combine to make the Chicago and Midwest ! 
succeed Fi 6 enema . hi ’ : : 
- ‘ ‘ icago’s outstanding radio | 
J pub- <PFM Appoints Reimers | story more effective when told over Chicag g | 
‘olumn Joyce Reimers, formerly radio | station—WGN. I 
rector of Schultz & Ritz and_ | 
suse & Leland, has been ap-| | 
inted continuity director of | 
ition KPFM, Portland, Ore. | 
; — \ 
| Hy 
j I 
- | Chicago 11 2 calgon een a | 
* ; Illinois 4B | | ae | 
F D IAMON Ds A Clear Channel Station... ( sooo ware § SHWITIHITT| E | 
J } 720 pala 
GHT IN YOUR OWN BACKYARD Serving the Middle West a 
gt Ay wealth at your elbow! n Your Dia — 
4 on illi 
ollars a year Gn evely twee predant M B S Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
the Ni eh buying public through West Coast Representatives: Keenan and Eickelberg 
Interstate Dace or information write 235 Montgomery St., San Francisco4 + 411 W. Fifth St., Los Angeles 13 
Fifth ae United Newspapers, Inc., 545 710 Lewis Bldg., 333 SW Oak St., Portland 4 
‘fth Avenue, N. Y., serving America’s 7 
‘cading advertisers over a decade. 
NOTE: We now have facts compiled by the 
~olaveneey ah nae Co. of America on brand 
Write now for tite hes at meth: mol ——— 


ar preers se a oe tS, ec Ane ripe Mae owe : sh ‘5 
4 e a Fr. j ee ‘ é ina *. ‘ , a 
“4 
ae Bess 
a2 Saget 5c 
= Po ” si 
Pe sa ‘ 
= 
a = 
BaeMere a Syn 
Paes FILLING-IN i 
MULTIGRAPHIE A EOGRAPHING 
RESSING — MIMEDDT vec: I 
= \\) Se meneeeeecd 
nn | “ en ae Vet 
13 oS 
Pe a 
ee 
Pa 
— 
See 
aad 
c 
Say 
it 
re 
ee 
pra 
«ee 
Be 
cena 
Val! 
eee 
oe 
a5, 
‘ 
= 
oar 
ei inn 
ua 
i i, i 
i Dey 
. 
Bie 
AGE 
Ree 
s 
F 
a 
= 
a si 
ae 
: ; . oe So i Lge ae m qs ‘ oN e . : i oy ; : . : 4 ; ~. . 


Ad Council Studies Export Ad 
Support for Marshall Plan 


WASHINGTON — Encouraged by 
the warm reception which France 
gave the “Friendship Train,” the 
Advertising Council is quietly 
studying a plan which would 
throw the support of export ad- 


vertising behind the State Depart-_| 


ment’s overseas information cam- 
paign for the Marshall Plan. 
Through the energy of Column- 


By STANLEY E. COHEN, Washington Editor 


ist Drew Pearson, contributions of 
Americans to the “Friendship 
Train” were well advertised to the 
world. Its arrival in Europe was 
thoroughly dramatized, as French- 
men of all political shades cheered 
a red, white and blue ship, and 
|loaded red, white and blue freight 
cars. 

Though less ostentatious, 
council plan calls for a continuous 
flow of facts to Europe showing 
the scope and importance of 


the | 


,American aid. These facts would 
i'be brought to Europeans in the 
publications they read, under the 
signature of the U. S. manufac- 
turers shipping the goods. 
| As things stand, the White 
‘House and the State Department 
‘are said to be enthusiastic about 
‘the idea. 
make no promises until it hears 
from task forces exploring the 
problems involved. 

Council President Ted Repplier 
feels the idea ought to appeal to 
advertisers. Besides its obvious 


patriotic importance, this kind of | 


advertising serves to keep brand 
names alive in territories that 
cannot currently be served. 
wh a bs 
State Department has encour- 
aged foreign adventures by infor- 


But the council can’ 
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mation media, but frozen curren- 
\cies have discouraged many pro- 
|jects. For example, the film in- 
‘dustry has yet to find a way to 
bring home its profits from Brit- 
ish operations. 

State Department recently as- 
signed Noel Macy, former West- 
chester publisher, to try to de- 
velop a plan to “unfreeze” over- 
seas revenue of film firms, press 
associations and publishers. One 


plan suggests that State Depart-| 


ment use frozen revenues of over- 
seas information media to pay its 
overseas staff, and to pay off home 
offices here in dollars. The catch 
is that State Department payrolls 


lare a big source of dollars for 


many countries. 
m * % 


Commerce Department and half 


Katy fa 


WwiTH SUNDAY MORNING EDITION 


WASHINGTON 4,0. C.. 


A.A.A.A. * WASHINGTON SURVEY 


REVEALS THAT: 


Evening Star 


in We Maan git, 


“ay 


wid 


Daily and Sunday in Washington, D. C. 
You Reach More Homes with The Star 


The Survey showed 
the ABC City Zone 


Than You Reach with Any Other 


HOMES 


an estimated 330,800 homes in 
and 54,800 homes in the ABC 


Retail Trading Zone: a total of 385,600 homes. 


you reach 


——more men 


| other paper. 


FACTS NO. 1, 2, 3, 4, 5, AND 6 TO REMEMBER 
ABOUT THE WASHINGTON MARKET : 


Daily & Sunday in Washington, D. C.. 


—more people 
—more people with money to spend 
—more women 


—more heads of families 
—more homes 


with The Star than you reach with any 


EVENING \" 


\ le G2 


L } STAR 
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SUNDAY 


-_ STAR 


* 
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51.1% : = , 


Paper 
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; 
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The Evening Star was reported present in 54.2% of 
the homes — 209,000 of them — on an average week- 


day. 


The Sunday Star was reported present in 57.7% 


of the homes — 222,500 of them. (In both cases a 
greater percentage of “home coverage” than that of 


any other Washington paper.) 


Note: 


Audit Bureau of Circulations’ reports 


show over 80% of the Star's circulation is home 
delivered; over 95% of The Star's circulation is 
within the City atid Retail Trading Zone. 


*© 1946. American Association of Advertising Agencies 


Represented nationally by 


DAN A. CARROLL, 110 E. 42nd ST., NEW YORK CITY; 
THE JOHN E. LUTZ CO., TRIBUNE TOWER, CHICAGO 


a dozen other agencies are begii- 
\ning to take seriously a rumored 
\reshuffling of agencies, bureais 
and departments into one gover»- 
;ment unit dealing with transpor- 
|tation, communications and busi- 
ness, as written by an informed 
|civil service “expert.” The Presi- 
|dent will soon forward to Con- 
\gress a plan revising the Depart- 
ment of Commerce along lines 0; 
the new national defense setup. 

An over-all Commerce bureau- 
‘cracy would be a holding com- 
pany for three major subdivisions, 
Independent agencies like the ICC 
|and CAB would be grouped into a 
|Department of Transportation: 
'FTC would be put into a Depart- 
ment of Business, FCC, a Depart- 
ment of Communications. Besides 
imaking a_ neat organizational 
‘chart, the rearrangement is said 
to have the advantage of reducing 
the number of policy-making 
boards and officials. 

Before leaving for its Christmas 
holiday, the Senate postal com- 
mittee approved a bill reducing 
/rates on privately mailed food and 
|clothing parcels for European re- 
‘lief to a fourth of the regular 
| charge. With literally millions of 
Americans trying to help TYelatives 
'and friends abroad, pressure for 
lower rates has been terrific. Pos‘ 
Office estimates the bill will in- 
|crease the departmental deficit by 
$72,000,000. 


Irked by dollar a pound butter. 
Sen. J. William Fulbright (D.. 
Ark.) moved for repeal of all fed- 
eral taxes on margarine. His ac- 
tion coincided with launching here 
of a determined campaign by soy 
bean growers to eliminate penal- 
ties which handicap sale of mar- 
garine—colored or uncolored. Ful- 
bright reminded the Senate that 
this is the only instance where one 
domestic product is taxed to pro- 
tect the market for another. 


* 4 


If you are in the publishing 
business, you may be interested in 
knowing that the government 
bought nearly 12,000,000 pounds 
of paper last week for $1,354,971, 


an increase of 1.4% over three 
months ago. This contract pro- 
vides about 58.2% of the paper 


the government will use during 
the first three months of 1948. 

Government Printing Office re- 
cently reported itself using 108,- 
000,000 pounds of paper annually. 

GPO and its printers agreed last 
week on a 12 and two thirds per 
cent pay raise. Although almos! 
100% members of the union, ©!’U 
employes do their own bargaining 
instead of leaving it to the union. 

% a a 

Reports reach here of a de- 
veloping drive for a seven and @ 
half cent piece. Originated by 4 
West Coast soft drink manufac- 
turer, the new coin is supposed (0 
appeal to bottlers, candy bar mai'- 
ufacturers, transit companies. Of - 
the-record research among co’- 
gressional and government peop ° 
indicates a cold reception. No o 
wants to admit that the nick! 
isn’t any good any more. 


McNally Joins Long 


Thomas J. McNally, forme! 
assistant to the advertising mi 
ager of Northwestern Miller, ! 
joined W. H. Long Compa: 
York, Pa., advertising agency 
executive assistant. 


Adds Open-End Service 

A brochure containing inform 
tion on open-end transcriptio 
available for commercial spo! - 
sorship is being prepared for NA» 
member stations. The association § 
program department will mainta 
the service permanently. 


Names Advertising Idec: 


Carol Carter Frocks, New Yo! 
manufacturer of infants’ and ch 
dren’s dresses, has appointed A 
vertising Ideas, New York, 
handle its account. 
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FM Association 
Plans February 
Dealer Meeting 


CuIcaGo—FM broadcasters from 
the Chicago area and more than 
a dozen FM set manufacturers 
will hold one of the largest radio 
dealer-distributor meetings here 
Feb. 18. 

Purpose of the meeting was 
summarized by J. N. Bailey, ex- 
ecutive director of the FM As- 
sociation, with the comment: 
“Within a year, more than 1,000 
FM stations will be broadcasting 
daily. Before any of these sta- 
tions can hope to realize a cent 
on their investments, they must 
have audiences. 

“To get those audiences,” he 
added, “the public must buy FM 
sets, and before the public can 
buy them, the manufacturers must 
produce them. Once produced, 
these sets must find a ready mar- 
ket. That market is here and 
waiting. It is growing.” 


‘Not a Replacement’ 


And the meeting will drama- 
tize that market. Speaking to 
manufacturers at the preliminary 
meeting here, Mr. Bailey de- 
clared: “FM is not a replacement 
market for you. It is brand new 
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| Accepts Advertising 


Effective with the January, 
1948, issue, the Proceedings of the 
Society for Experimental Biology 
|and Medicine, official organ of the 
|Society for Experimental Biology 
/and Medicine, will be opened to 
advertisers for the first time. Mac- 
farland Company, New York, will 
act as advertising representative 
for the publication. 


Takes Over Jeurelle 


Seventeen, Inc., cosmetic com- 
pany subsidiary of Jeurelle, Inc., 
itself an Emerson Drug subsidiary, 
has purchased Jeurelle’s assets, in- 
cluding Seventeen. The company 
will continue in the RKO build- 
ing, New York, and Batten, Bar- 
ton, Durstine & Osborn probably 
will continue as Seventeen’s 
agency. 


Auto Dealers 
Offered New 
PR Package 


WASHINGTON—In an effort to re- | 
establish customer faith in the in- 
tegrity and ethics-of franchised | 
automobile dealers, the National 
Automobile Dealers Association 
has prepared a packaged public 


relations program which it is 
offering its 32,000 members. 
The association, through its 


agency, Advertising, Inc., has pre- 
pared mats of 12 ads on topics 
such as “who gets new cars?”, the 
advantages of reconditioned and 
guaranteed cars, safety, financing 
and other items aimed at building 
reader confidence. 


_ Five direct mail letters and a 
|series of suggested promotional | 
‘devices also are included in the) 
‘booklet to provide a well-rounded | 
program. 

The association said the pack- 
age is but the first step in aiding 
individual dealers to conduct 
community public relations pro- 
| grams. 
| RRS 
‘Bonk Joins LeVally 


| Robert T. Bonk, formerly with 
| McCann-Erickson, has joined the 
jart department of LeVally, Inc., 
| Chicago. 


‘Two Name Spier 

E. P. Dutton & Co., New York, 
j}and the Harvard University Press, 
Cambridge, Mass., have appointed 
Franklin Spier, Inc., New York, 
to handle their advertising, effec- 
tive Jan. 1. 


When you need ao BIRTH LIST 


Remember 


WILLIAM F. RUPERT 
Compiler of national birth lists 
EXCLUSIVELY for the past fifty years. 


90 Fifth Ave., New York 11—CH 2-3757 


GIBBONS 
4. J. 


TORONTO + MONTREAL «© WINNIPEG «+ REGINA 


KNOWS 
GIBBONS LTD. 


HEAD OFFICES 200 BAY STREET TORONTO 
* CALGARY + EDMONTON + VANCOUVER 


CANADA 


ADVERTISING . 


and it can mean millions of dol- | 
lars in new revenue to you and 


your dealers.” 
Some 5,000 salesmen and deal- 
ers from the Greater Chicago area 


are expected to attend the session | 


at the Medinah Temple. Principal | 


speaker is to be “Sunshine” Gene 
Flack, advertising director of Sun- 
shine Biscuits, Inc., and president 
of the National Federation of 
Sales Executives. 

An elaborate stage show di- 
rected and produced by Jack La- 


Frandre of WGN, Chicago, will | 
dramatize the FM message, and 


an FM broadcast to bring out its 
fidelity will be picked up and 
amplified by a regular stock model 
receiver on the stage. 

At the same time, 300 delegates 
from FMA Region 3, embracing 
Illinois, northern Indiana, Mich- 


igan and Iowa, will hold an all- | 


day meeting at the Sheraton Ho- 
tel, at which time a permanent 
chairman for the region will be 
elected. 


Sweden Freezer Launches 


First National Campaign 


Sweden Freezer Mfg. Company, 
Seattle, will launch its first na- 
tional advertising campaign in 
January for Sweden speed freez- 
ers, producer of soft ice cream 
for fountain use, using trade pub- 
lications. The campaign opens 
with half-page two-color ads on 


a six times a year basis in Ameri- | 


can Restaurant, Chain Store Age, 
Fountain Restaurant, Fountain 
Service, and Restaurant Manage- 
ment. 

Wallace Mackay Company, Se- 
attle, is the agency. Henry G. 
Hoernlein, formerly of Scientific 
Placement Service, Seattle, has 
been appointed advertising man- 
‘ger of the company. 


Names Henderson 


Southern Gold Margarine Com- 
any has appointed Jim Hender- 
nm Advertising, Greenville, S. C., 
) handle its advertising. 


Sut your composition costs to the 
ne, but get just- -like-type reproduc- 
ns by using VARI-TYPE service. 
jeal for presentations, folders, house- 


rgans, ete. Perfect for stencil or 


lanograph work. Write or phone for 
pecimen sheet of type faces and 
juotations, 


Cop Preparation H 
: pe ee : RANdolph 47 #°~ 


“208 N. WELLS ST., CHICAGO 6, ILL. 


* Arnold Constable advertised these 

coats ($68.00) exclusively in The 
Entire coat department was 
jammed. Many sales going on but 
this advertised item was selling 


Sun. 


Peau constable 


Hh v0. oF Wh, m 7.16 + hompared » enw rochelle . bechenem 


there’s 
a world 
of fashion 
on our 
famous 5th 


lavishly furred winter coats. 


+ + + just imagine! lavishly furred winter coats with th 
america's most famous mills . , . at this tax free low pris 
ving shades, also black © misses’ «1 


ral silver fox, pieced yer-san Jam! 
uirrel. 


++ fine souls... ballerine. wi 


pure wor! suede. pure wool need! 


68 


from our fame,’ 


exceptionally well all day. 


“Department Jammed” .. 


* Macy’s 


advertised 


dolls 


these 


($4.48) exclusively in The Sun. 


It was the 
the 
throughout the 


best selling doll in 
department., 


Traffic heavy 


day. Children en- 


thralled by combination of bathi- 
nette with doll. 


12° DRINKING, WETTING DOLL WITH 


“LATEX” RUBBER BODY, BABY 


SALE! 4.48 


Yar? 


BATH 


Tol alone 


“pect te pay O88 for ab 


. “Sold Steadily.” It’s this kind of continuing sales action that 


makes The Sun a must in the merchandising plans of local merchants. It is a basic reason 


why Manhattan department stores for 24 consecutive years have placed more advertising 


in The Sun than in any other evening, morning or Sunday newspaper. 


* Reported by the Retail 
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To Fulton, Morrissey 


Fulton, Morrissey Company, 
named by | 


Chicago, has been 


NOW OVER 


90,00 


CIRCULATION (current averace) 
ST. JOSEPH NEWS-PRESS 
St. Aoseph Onzette 


|George L. Shuman Company to 
conduct an advertising campaign 
on “The New Wonder World” 
children’s library. 


McGovern Joins Barbizon 


Wynne McGovern, former ad- 
vertising manager of Gaylord 
Products, Chicago, maker of Hold- 
bob hair accessories, has been ap- 
pointed director of fashion pro- 
motion for Barbizon Corporation, 


New York. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


Left vs. Right? 
Uruguay Sets Up 
Rates for Them 


New YorK—They’ve settled the 
question of left-hand vs. right- 
hand pages in Montevideo. 

Last week El Dia announced 
that on Jan. 1, even pages (above 
fold) would be $Ur 1.80 per cm., 
$1.60 below fold; odd pages $2.10 
per cm. above fold, $1.80 below. 
Full pages are $800 for even, $950 
for odd. Sunday editions carry a 
20% surcharge, and agency com- 
mission is 20%. 

Another Montevideo daily, El 
Pais, has a similar rate structure; 
a third, El Plata, has only above 
and below-fold rate variations. 


Advertising Age, 


For mathematicians, the Uru- | 
guayan dollar is currently worth | 
about 56.5 cents, a centimeter is 
2.54 inches, and anybody can fig- 
ure out the line rate in American | 
dollars from there. 


Transfers Ranier 


H. H. Ranier, manager of dis- 
tributor sales of the radio tube 
division of Sylvania Electric Prod- 
ucts, Inc., has been transferred 
from Chicago to the New York 
office, effective Jan. 1. 


Koster Transferred 

Richard C. Koster, 
publicity director of Btatien| 
WFIL, Philadelphia, has been 
transferred to the staff of the 
facsimile edition of the Philadel- 
phia Inquirer. 


+ 
oa 


When a woman shops 

(so to speak ) 

for entertainment fare, 
she’s concerned not merely 
with purchasing 

the right to spend 

three hours in the land 

of make-believe 

because, you see 


She has a picture 

in her mind 

of the artistic merit, 
the story plot, and 

the ‘“‘who plays what” 
in the latest films... 
gathered from 

the movie guide in 
her favorite magazine. 


Every month 

the editorial and 

the advertising pages 
of McCall’s 

influence the shopping 
expeditions of women 
in 3,600,000 homes. 


McCall's Magazine, Adv. 
444 Madison Ave., New York 22 


Dept., 


December 29, 194° 


Glumbia Ale 


THE SEVERASE THAT CHEERS FOR THE WEATHER THAT CHmUS 


formerly ALE TIME—Wintertime is ale time, Co. 


lumbia Breweries, Inc., reminds the 
public in this newspaper message. 


Columbia's Ads 
Say Wintertime 
Is ‘Ale Time’ 


Tacoma, WAsH.—A campaign 
based on the theme “It’s ale time” 
in cold weather and promoting 
Columbia ale as “The beverage 
that cheers for the weather that 
chills” has been opened by Colum- 
bia Breweries, Inc. 

The campaign uses newspapers, 
trade publications, outdoor and 
point-of-sale material in Wash- 
ington and Oregon—states where 
sale of hard liquors in taverns is 
taboo. 

The campaign was announced 
to dealers with a brochure out- 
lining sales helps that will make 
ithe ale-time drive “a natural to 
stimulate winter sales.” News- 
paper advertising followed in 38 
cities with Columbia Breweries 
‘copy for either its ale or Alt 
Heidelberg beer appearing in all 
|dailies in its territory. Outdoor 
advertising is used in 18 Pacific 
Northwest cities and along major 
| highways. 

Point-of-sale material was dis- 
|tributed with a suggestion sheet 
showing in outline how to build 
/wall displays to fit various size 
| spaces. 

| Howard J. Ryan & Son, Seattle, 
_handles the account. 


Louisville Admen Elect 


William Thomas Owens, director 
of public relations of the Girdler 
Corporation and Tube Turns, Inc., 
has been elected president of the 
Louisville Advertising Club. Other 
officers elected are: Ist  vice- 
president, Arthur A. Klein, vice- 
president of the Mullican Com- 
pany, and 2nd_ vice-president, 
Arthur Eyle, manager of retail 
advertising of the Couwrier-Jour- 
nal and the Times. Ralph Wat- 
ters, advertising manager of the 
Lincoln Bank & Trust, has been 
reelected treasurer, and Sue Ditto, 
Ditto- Hayes Mail Advertising 
Service, has been reelected secre- 
tary. 


Mikkelsen Names Agency 
Oluf Mikkelsen Company, New 
York, has placed its advertising 
with George Homer Martin Asso- 
ciates, Newark, effective Jan. |. 
Boating magazines’ and __ loca! 
newspapers will be used. 


*Direct Image Offset? 


No. 3 
What is 


THE PORPORTIONAL SPACER 


@ This Book Face body copy was produced 
on an IBM Proportional Spacer Electromatic 
typewriter, and reduced, Note how well it 
compares with type matter in the adjoining 
columns, 


* Ditto Process 


Similar to commercial typesetting, tnis type- 
writer correctly apportions space to the 
letters of the alphabet. Thus marginal justi- 
fication in block copy is effectively accom- 
plished leaving no ribbons, and adding reada- 
bility and flexibility over other typewritten 
machine composition. 

Without reduction the P.S.M. Book Face is 12 
on 14, Recommended for catalogs, price 
lists, body copy for display ads, direct mail 
pieces, and work forms, 


Varityping 
There’ 5 MA illis 
vay 


WILLIS SERVICES 


Complete Letter-Shop Facilities 
33 W. Hubbard — 3939 W. Madison 
Phones—SUPerior 1214 


* Varityping © Addressing ® 


Where 


There's a 
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Kelvinator Opens 


1948 Drive for . 
Refrigerators 


Detroit — Shifting its slogan 
from “Get More—Get Kelvinator” 
to the new punch line, “Kelvina- 
tor—of course,’ Nash-Kelvinator 
Corporation will launch an inten- 
sive magazine drive late in Jan- 
uary for its new 1948 refrigera- 
tors. 

The new campaign will follow 
up “pre - announcements” of the 
three-zone' refrigerators which 
ran on second covers of the Dec. 
20 Saturday Evening Post and the 
Dec. 22 Life. 

Two-color spreads are sched- 
uled to run during January in 
Life and the Post, to be followed 
by pages in American Home, Bet- 
ter Homes & Gardens, Collier’s, 
Coronet, Country Gentleman, 
Farm Journal, Good Housekeep- 
ing, Household, Look, McCall’s, 
Progressive Farmer, Small Homes 
Guide and Sunset. 


Includes Special Farm Drive 


Full-color ads are set to run in 
Life every other week, and 
monthly copy in home economics | 
publications. A special drive in| 
farm publicatioms will be used to} 
back up the magazine campaign. 

The new Moist-Master Kelvi- 
nator, unveiled last week, has a| 
frozen food chest on top, a cold- | 
moist zone in the middle, and a| 
moist-cold fruit freshener cabinet | 
below, with a total capacity of 8.5 | 
cubic feet. | 

Charles T. Lawson, Kelvinator | 
vice-president in charge of sales, | 
said the product will be compar- 
ably priced with old-style models. 
He added that most Kelvinator 
and Leonard dealers throughout 
the country would be _ supplied 
with the refrigerator by late Jan- 
uary, “but I do not see a reason- 
able balance between supply and 
demand before late 1948 at the 
earliest.” 


division of 
Company, St. Louis, plans to con- 
tinue, through 1948, its trade pub- 
lication 
national advertising support being | 


Ad Program Set Up | 


A full program of cooperative 
newspaper advertising has been 
set up for the retail organization, 
according to C. J. Coward, direc- 
tor of advertising and sales pro- 
motion, but, he added, “as far as 
Kelvinator is concerned, the buy- 
ers’ market is not yet looking 
around the corner. Since it will 
arrive at different spots at differ- 
ent times, local ad scheduling will 
be left to the discretion of our 
field organization.” 

The 1948 drive includes a new 
poster series and singing commer- 
cials. The latter are animated on 
movie film to be used as a tele- 
vision announcement, 

Nash 
nounced last week that the cor- 
poration and its subsidiaries had a 
net profit of $18,097,697 for the 


iiscal year ending Sept. 30, com- | 


pared with $2,582,273 for 1946. 


Offers Offset Cutouts 


A 48-page book of offset cut- | 


outs, entitled “Offset Scrapbook 
No. 2,” is being made available by 
A. A. Archbold, 1209 S. Lake St., 
os Angeles 6, at $3 a copy. It is 
inilar to its predecessor, “Offset 
Scrapbook No. 1,” with a change 
' material. Contents, printed on 
€ side of the page, are grouped 
°%y subjects (announcements, 
fring information, office 


Issues Booklet 


The Chicago Title & Trust Com- | 
ny, through Earle Ludgin & Co., | 


icago, has prepared a_ booklet, 
ititled “Growing with Chicago,” 
hich contains the history of the 
mpany and commemorates the 
‘dication of the company’s new 
me at 111 W. Washington St. 


- Kelvinator also an-| 


Rand Shoe Builds 
Dealer Co-op Volume 


The Roberts, Johnson & Rand 
International Shoe 
campaign plugging the 


given dealers, which it credits 
with marking up consistent in- 


creases in the volume of dealer | 
for its) 


cooperative advertising 
Rand shoes for men. 


The campaign, placed through | 


Krupnick & Associates, appears in 
Apparel Arts, Boot & Shoe Re- 
corder, Coast Shoe Reporter, Crea- 
tive Footwear, Department Store 
Economist, Footwear News, Indus- 
trial Retail Stores and Men’s Wear. 
Consumer copy runs regularly in 
Collier’s, Esquire, Newsweek, The 
Saturday Evening Post and True. 


Milrose Names Holland 


Holland Sales Company, New 
York, has been named national 
sales representative for Rad Easy 
cleaner and Rad furniture polish, 
manufactured by Milrose Products 
Company, New York. 
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NO FALSE NOTES IN TEST TOWN, ULS.A. 


Seay 


Tests ring clear and true in South Bend, Indiana. Resu!ts 


obtained in this market are accurate, decisive, revealing. 


“Test Town, U.S.A.” is typical of the nation’s industrial- 
agricultural structure. It is free from outside influences. It 
is covered to saturation by one newspaper—and only one 
—The South Bend Tribune. Write for your free copy of 
our market data book entitled “Test Town, U.S. A.” 


All ' 
Business 

Is 

Local 


th Bend 


ADVERTISE FoR THE YES” - 


tHat cets ACTION 


Sell through the pages that Top Management 


values more highly than any other publication 


Do you advertise a business prod- 
uct or service? A commercial or indus- 
trial commodity? A conszmer prod- 
uct with a top-income market? Do 
you have an institutional message 
for top management? Write or tele- 
yhone for the Story of the J-of-C 

larket and rate card. GET TO THE 


HEN a policy-making executive 
| OK, the sale is completed. 
That is why so many alert advertisers 
today do their selling from the top 


down. 


That is why they place important 
schedules in The Journal o 
merce. With the morning mail each 
day the J-of-C lands on the desks of 
top management in thousands of of- 
fices and plants. It is their good right 


hand. 


America’s most complete daily busi- 
ness newspaper is an authoritative 
voice on business and industry. 

Edited deliberately for the men who 
manage business and meet payrolls, 
The Journal of Commerce brings to 
its readers many exclusive profit-news 
features to be found in no other pub- 


lication. 


Its readers depend each day on its 
vital, up-to-the-minute business news. 
Each day they follow the J-of-C’s re- 


* * * 


MEN WHO DECIDE... IN THE DAILY 


ports of buying and selling factors, © T#AT HELPS THEM DECIDE. 


prices and pricing, governmental and 
international influences, labor-man- 
agement doings and many other trends 
that will influence their own business. 

Thousands of presidents, vice pres- 
idents and other top executives pay 
$20 a year to read The Journal of 
Commerce. Its circulation represents 
probably the highest concentration of 
policy -nraking executives available to 
advertisers. 


THE NEW YORK 


er 


53 Park Row, New York 15, N. Y. 


Com- 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


or- | 
form | 
adings, postal indicia, panels, 
ay | 


Royal Typewriter 


A Few of Thousands of 
J-of-C Advertisers Who 
Are Also Subscribers 


Kaiser-Frazer Corporation 


Commercial Solvents 
Corporation 


Corn Exchange Bank Trust Co. 
Mohawk Carpet Mills 
Armour & Company 

Burroughs Adding Machine Co. 

Firestone Rubber & Tire Co. 

Eastman Kodak Company 

New York Life Insurance Co. 
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Company ; 
Intensive concentration of top management. 
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ington 4, D. C. (Re. 7659). 
{ ntral 7354). G. D. CRAIN J 
RUNS, vice-presidents. 


Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 


Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago II 

(Del. 1337), 330 W. 42nd St., New York 18 (Lo. 4-2737), National Press Bldg., Wash- 
aergpees Headquarters, 107-110 Fleet St., London E. C. 4. 

., president and publisher. 

C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 


Age 


ARKETING 


S. R. BERNSTEIN, O. L. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Robert Murray Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 

European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Elizabeth G. Carlson 


Correspondents in All Principal Cities. 


Librarian, 


ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 


Manager Promotion and Research, 
Owen Chambers. 

New York: T. K. Worthington, O. O. 
Black, Halsey Darrow, James C. Green- 
wood, John P. Candia. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, W. F. Pierce. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bldg., Wm. Blair Smith, Mgr. 

Los Angeles (14): Simpson-Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, Mgr. 
London (E. C. 4): P. A. Marteau, 107- 


110 Fleet St. 


postage extra. 


10 cents a copy, $2 a year in the United States. 
Myron Hartenfeld, 


Foreign 
circulation director. 
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“It's Mr. Luckman, madam. He wants to know if you remembered that Thursday 
is eggless day when you planned those hors d'oeuvres." 


It's a Strange New World 


Marketing and advertising men 
who have the slightest desire to 


a wool suit every two years, and 
“have meat several times a week.” 


Age, December 29, 194° 


The following documents may b»: 
/secured without charge from com- 
panies sponsoring them or throug), 
| ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
|executive writing on his busines: 
‘letterhead. Address ADVERTISIN« 
|AGE, 100 E. Ohio St., Chicago 1}. 


No. 2959. A Continuing Stud; 
No. 4, of Rural Buying Habits 
The Country Guide, Winnipeg, 
|has issued No. 4 in its continuing 
study of rural buying habits. 
based on a survey of 673 farm 
and small town housewives in 
Manitoba, Saskatchewan, Alberta 
and British Columbia. The study 
includes information on publica- 
tions read in these homes. 


No. 2960. Lost-Time Survey. 
Time as it relates to the farmer 
and particularly time lost because 
|of sickness, accidents, etc., is the 
/subject of this report on a mail 


|survey conducted by the Wis- 
speech, | consin Agriculturist and Farmer, 
| Wisconsin state farm paper. 


| lished 


As you've noticed, the Popular | Which said in part: 


the old chief’s 


' ili see beyond the end of their noses It can pay its taxes and its medical Influence 


will ponder seriously thg “cost of | bills, but it can’t save any money. 


living” standards which have been! The cost of living of these 
developed by the Bureau of Labor “ideal” families has risen sharply 
Statistics. |within the past year and a half, 
As reported here last week, the|the Bureau of Labor Statistics 
BLS “City Workers’ Family | says. What required $3,458 
Budget” provides for an “ideal” | Washington in June of this year 
family of four. It is not a sub- | took only $2,985 in March, 1946, 
sistence budget, but one designed| while the New Orleans cost of 
for “the kind of living considered | $3,004 was only $2,573 in March, 
proper and normal in these com- | 1946. 
munities.” Neither is it a luxury | Obviously, there is a race on 
budget, as can be determined | between earnings and living costs. 
from the fact that it provides for | During the war, earnings were so 
no more than two _ nickel ice | far out in front in this race that 
cream cones, a _ five-cent candy | many began to feel costs could 
bar, two bottles of soft drinks|never catch up. But now earn- 
and a bottle of beer per week;| ings are showing signs of fatigue, 
one lipstick a year; a pack of|while costs give every indication 


cigarets every other day; and a | of having just barely gotten their 


movie every three weeks. 
The point which will interest 
marketers as much or more than 


second wind. 
Earnings are still out in front, 


'by a considerable margin, but the 


it will interest sociologists is that | gap is being narrowed every day 
to maintain this not too exciting|—a fact which is already giving 


living standard now requires an 
income of $3,004 in New Orleans 
(the lowest of 34 cities) and 
$3,458 in Washington (the highest 
city found). 
the “ideal” family of four can 
operate a used car, plan an out- 
of-town trip every three or four 
years, own a small radio, buy Pop 


uneasy moments to many mar- 
keters. As things stand now, real 
purchasing power is apparently 
higher than it has ever been (and 


With this income, | more widely spread through the) 
are | 


economy), but price rises 
whittling away at the advantage 
and may shortly wipe it out al- 


together. 


Those Disappearing Morons 


In 
letter to Mr. Claus last week, The 
Creative Man asked the kindly 
bearded gentleman to give ad- 
vertising men the gift of curiosity 
—“so that they will look beyond 


their own noses when deciding on | 


what appeals to whom; so that 
they will learn that an 1.Q. of 14 
years does not mean the mentality 
of a child of 14 but, rather, the 
highest mental development that 
psychology recognizes, this side 
of genius.” 

Apparently adm en—including 
even such acknowledged experts 
as James D. Woolf, who recently 
wrote a piece for ADVERTISING AGE 
which referred somewhat slight- 
ingly to the average prospect’s 
educational advantages—have dif- 
ficulty remembering that time 
does not stand still, and that the 
20 or 30 years ago, 
ability, number of 
years of school completed, or 
other alleged index of education 
or intelligence, is not necessarily 
an accurate gauge of the present. 

No doubt there would be little 


“average” of 
in linguistic 


his somewhat obstreperous | 


point in trying to sell lollypops 


through the exercise of an Eliza-| 


bethan vocabulary, and it still re- 


mains one of the basic tenets of 
to talk the) 
But even if! 


good salesmanship 
prospect’s language. 
there once was reasonable doubt 
as to whether an average prospect 
for a tooth brush could under- 
stand a single word containing 
more than two syllables, there 
can be no such doubt any more. 
The problem now seems to be, in 
many cases, to convince advertis- 
ing men that it is possible to be 
too childish in approach as well 
as too erudite, and that one is at 
least as bad as the other. 

A good many sales, we suspect, 
helped along the 
use of words and symbols whose 
exact meaning was not quite clear 
to a good many prospects (take 
a look at perfume or fashion 
copy), but we doubt whether any 
sales have ever been made by 
underestimating the ability of the 
prospect to get the point. In a 
literate sense, America is growing 
up, a fact worth remembering. 


have been by 


Fiction Group has been running 
small space ads in advertising 


|tisers who have “switched to the 
pulps.” 

Eventually, 
turned out to be Prestone. Pres- 
tone, in the frigid East, has ac- 
quired the status held successively 
by steak, butter, Scotch and ny- 
lons. It’s darn near unavailable, 
and is an “undercounter” item. 

After the ads were published, 
Popular got a stream of telephone 
calls from people wanting to 
know if the pulp publisher could 
get them some Prestone. One 
brisk chap said airily to “just 
have Prestone send it to me C.O.D. 
|—and here’s a tip for them: the 
Packard dealers 
Jersey don’t carry the stuff.” 

Well, Popular answered the 
calls courteously, but firmly. Fic- 
tion, not anti-freeze, is Popular’s 
business, and it has no influence. 
But after thinking it over for a 
couple of weeks, it ran the ad 
again. 


Old Oshkosh 


| Oshkosh, we have to remember 
| sometimes, is not only the name 
|of a thriving Wisconsin city, or a 

brand of overalls (endeared to 

childhood memory by their slogan 
| “Oshkosh, b’gosh’’), but also the 
;/name of a warlike chief of the 
| Menominees. 

Our memory was jogged lately 
by the Milwaukee Sentinel and 
Badger Paper Mills, 
Wis. 

The Menominees fought sav- 
agely in the War of 1812, and Osh- 
kosh was given his name—which 
means “brave”’—for his part in 
|the capture of Fort Mackinac. He 
became chief, and lived peacefully 
until 1832, when Black Hawk’s 
raids let him hit the warpath 
again. In 1836, the lands of the 
Menominees were sold to the gov- 
ernment, and the tribe was settled 
on a reservation near Keshena. 

In 1852, the small son of Alvin 
Partridge, a white resident of 
Neenah, disappeared. A Menomi- 
nee squaw, Nahkom, was _ sus- 
pected of stealing the boy. Al- 
though Partridge could not iden- 


tify him, he secured a writ of 
habeas corpus, and in 1855 took 
temporary custody of Nahkom’s 


boy. While pending a court de- 
cision, the child was spirited away 
to Kansas. 

The Menominees were furious. 
Chief Oshkosh and another leader, 
Souligny, went to the editor of 
the Milwaukee Sentinel and told 
their story. The newspaper pub- 


in my part of| 


the advertiser} 


Peshtigo, | the 
|advertising and selling will usher 
|in an era of prosperity. . . 


| “Governor Dodge told us that) 
/our great white father was very No. 2961. 


business papers and New York | rye oan ROR Sh Te Coe | 


and Chicago dailies parodying the | trouble us, or do us wrong, as he 


in| copy style of the various adver-| 


Los Angeles Market 
Data. 


The Los Angeles Herald - Ex- 
press has issued this continuing 


would protect us... W road ‘ee 
hut tg it Pres heve — statistical file containing all of the 
|Los Angeles market data as- 


evil spirit which took away our} 
child. We thought the white man’s |S°™bled to date and color - in- 
law strong, and are sorry to find | 4¢xed for quick reference. 
it so weak.” , 
Under public pressure, the child | ies = Step Instde 1,009 Cana- 
was eventually returned to Nah- | dian Kitchens. 
kom. | What Canadian kitchens are 
Oddly, it’s a piece of history | like, what women’s work methods 
that the Milwaukee Sentinel had|are and how women want to 
forgotten; not until it saw the! change their kitchens are revealed 
piece of direct mail from Badger |in this report, issued by the new 
—part of a series called “Paper | consumer relations department of 
Tales’”—did it recall its part in | Chatelaine, Toronto. 
recovering the lost child of the 


that no one would dare to/| 


Siemeuaianes No. 2963. The A.B.C. of Comics 
Magazines. 
Jottings Fawcett Publications, Inc., has 


You'll get a kick out of the New| 
|York Times booklet, “Two Ways 


You Can Make Money,” a spritely 
job which covers a solid selling 
story for the Times as a medium 
for annual report advertising. . . 

Karl Frost, president of Harry 
M. Frost Company, Boston, coined 
the “Had Enough?” tagline the 
Republicans used so well in 1946. 
Recently he took space in five 
Boston dailies to list 15 New Eng- 
land food brands (all Frost 
clients) which still sell for pre- 
war prices. . . 

The Bill Bonsib Advertising 
Agency, Denver, sends an im- 
printed sheet of toweling called a 
Crying Towel, for people who 
think a depression is inevitable. 
Bonsib says sound merchandising, 


With alarming candor, Men’s 
Apparel Forum Ltd. advertises in 
The New Yorker, “Dressing 
Gowns, $37.50, a truly amazing 
price.” . 


Boyce Morgan, a mean man 


| with a'crystal ball when he’s writ- | 


ing circulation letters for Kip- 
linger, leads off: “Are you the 
sort of person who makes snap 
judgments? - It’s my guess that 
you are not.” Mr. Morgan, how 


right you are. We make snap-less | 


judgments. . . 
And the Stockholms-Tidningen 
and Aftonbladet published wire- 


photos of the royal wedding in| 
England, for the first time in 
Sweden... 

WISN, Milwaukee, has forbid- 


den its announcers to say “house- 
wife.” The boys will say “home- 
makers” from now on... 
Pendleton Woolen Mills head- 
lines a blanket ad “For the Rest 
of Her Life!”, and does not win 
our brass ring for originality. . . 


issued this report on comics— 
readership by age and income 
groups, readership of four-color 
ads by magazine types and reader 
preference by types of ad tech- 
| niques. 


No. 2930. Retail Sales Map of the 
Pittsburgh Market. 

Location and size of shopping 
districts, with relative sales vol- 
umes, in the Pittsburgh market 
are shown in this map prepared 
by the research department of the 
Pittsburgh Press. It also indicates 
public transportation, residentia! 
rental valuation and population 
dispersion. 


No. 2906. Hygeia “eader Survey. 

Starting with a tabulation of 
geographical distribution, this 
Hygeia report discusses the pub- 
lication’s audience, showing fam- 
ily status, age, income, home own- 
ership, occupation, etc. 


|No. 2897. Survey Report on For- 
eign Service. 


Foreign Service, the official pub- 
lication of the Veterans of Foreig” 
| Wars, has issued this 1947 Danic! 
|Starch survey report. The anal: 
|sis covers the publication’s rea: 
|ers—age, employment, owners!)'P 
of homes, cars, appliances, et 
and a breakdown of circulation 
states and sections. 


No. 2923. 
Survey. 
This reader preference surve: 
|issued by Sports Afield, cove! 
|auto makes, storage batteri¢ 
| spark plugs, tires, piston rings a! 
auto polish. The report was bas¢ 
on a 20% return to a mail ques- 
tionnaire, and shows that 95% 
the publication’s readership ow! 
one or more cars. 


Sports Afield Aut 
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AN ANNOUNCEMENT OF 
MAJOR IMPORTANCE... 
EFFECTIVE JAN. 1, 1948 


NOW 


Che Philadelphia Anguirer 


HAS APPOINTED AS ITS EXCLUSIVE 
ADVERTISING REPRESENTATIVES 


THEO. W. LORD 


Empire State Building, New York City 


ROBERT R. BECK 


20 North Wacker Drive, Chicago 


GEORGE S. DIX 


Penobscot Building, Detroit 


You undoubtedly are familiar with the great advances made by 
The PHILADELPHIA INQUIRER. Tremendous increases in circulation and 
advertising have established THE INQUIRER as one of America’s greatest 
newspapers and most productive advertising forces. 


This continuing growth leads logically to establishment of exclusive 
representatives. We will thus be able to provide more direct and personal 
services for our many friends among agencies and advertisers, as well as 
the many new accounts which have discovered THE INQUIRER’S selling 
influence. We firmly believe that the hundreds of daily requests for infor- 
mation and marketing data which we receive can be better handled under 
this exclusive arrangement. 


On the West Coast, Fitzpatrick and Chamberlin, 155 Montgomery St., San 
Francisco, continue as representatives for The PHILADELPHIA INQUIRER. 


CIRCULATION: DAILY...OVER 700,000 + SUNDAY...OVER 1,000,000 


ITS 14th CONSECUTIVE YEAR OF ADVERTISING LEADERSHIP 
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You and your distributor share the cost 
with your dealers using this Plan. Each dealer pays a low line rate for circulation 
a in his own trading area only. 


Dominant, prestige-building advertising prom- : 
inently identifies your Chicagoland outlets. : : More sales for all of you in the rich 
. Chicago Market! 
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CHICAGO 
| The World's 
OCTOBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER I 


with the CHICAGO TRIBUNE’S 


Selective Area Advertising Plan 


HERE is a new promotion plan which you can put to work at once to produce volume Big-space advertisments, including full pages, are 
sales in the rich Chicago market—large enough in itself to take all or an important available to your dealers for as low as one per cent of 

f card rates when you sign up for the Tribune’s traffic- 
part of your production. building Selective Area Advertising Plan. Under 


The plan works like this. The Sunday Tribune offers five separate sections in which the Pian— 
to place your advertisments listing non-competitive dealers. Each of your dealers, as a 
result, gets his own campaign directed specifically at his local market. Each dealer, 
regardless of his advertising allowance, gets highly productive newspaper advertising. 


This is the kind of cooperative advertising dealers and distributors like. It is fitted : EACH DEALER GETS 
to their problems. It gets results. Tested in Chicago, it is applicable in practically any f ‘ecicies rue of th beheete 
newspaper market. Manufacturers selling merchandise ranging from records and shoes 
to radios and washing machines tested the plan and to take advantage of it have © 2 Prominent display of his name and location 
already spent $400,000.00 in the Tribune. The low cost to dealers, distributors and | ~—s 8 The low rate of just 1.4c a line! 
manufacturers is one of the most attractive features. For complete details, phone or 
write your nearest Chicago Tribune representative. 


YOU GET 


1 Better identification of your local outlets 
2 Enthusiastic dealer support 


"NEIGHBORHOOD COVERAGE” PAYS OFF! Radio and appliance manufacturers say there 
is nothing like the Tribune’s Plan for getting results in the rich Chicago Market. Satis- es 
fied users include Admiral, Bendix, RCA-Victor, Farnsworth, Stromberg-Carlson, : 3 Advertising that pays off right away! 
Majestic, Philco and General Electric radio manufacturers; Bendix Home Laundry, : 
Eureka Vacuum Cleaner, Horton Ironer and Jacobs Launderall. 


A. W. DREIER CHICAGO TRIBUNE, 810 Tribune Tower, Chicago 11 
j ie i as U re x E. P. STRUHSACKER, CHICAGO TRIBUNE, 220 E. 42nd St., New York City 17 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 4 


G rea tes t Ne wsp ap er W. E. BATES, CHICAGO TRIBUNE, Penobscot Building, Detroit 26 


1,025,000—_SUNDAY, OVER 1,600,000 MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Promotes Water Heater 


The consumer products division 
of the John Inglis Company, To- 
ronto, has launched a Canadian 
newspaper campaign featuring the 
Inglis Glasteel water heater. This 
heater is also the subject of full- 
page and half-page advertisements 
in two colors in national maga- 
zines, with copy of an institutional 
nature to run through next March. 
J. Walter Thompson Company, To- 
ronto, is the agency. 


Community 
influence 7 


\ 


Teachers take part and 
usually a leading part .. . in 
adult community activities. Their 
contacts extend far beyond par-. 
ents of the 25,000,000 youngsters 
now in grade and high school 
classrooms. 

Because teachers are in the 
public eye in every community, 
teachers’ opinions and_prefer- 
ences influence adult, as well as 
juvenile, thinking and _ buying. 
For the complete story of Amer- 
ica’s most influential market, 
write to Georgia C. Rawson, 
manager. 


42 MAGAZINES, 727,000 SUBSCRIBERS 


STATE TEACHERS 


— MAGAZINES_ 


307 N. MICHIGAN AVE., CHICAGO TI, ILL. 


‘Advertisers Like 
Media Sales Aids, 
Agency Study Says 


New YorK—National advertis- 
ers like the merchandising serv- 
ices offered by media—with quali- 
fications. 
| This is the conclusion of Deutsch 
& Shea, which followed its sur- 
'veys of the merchandising aids 
(offered by various major media 
|with a questionnaire to adver- 
tisers in which it sought to dis- 
cover what they thought of mer- 
chandising services. 

D&S had previously learned 
that 88.1% of 377 newspapers had 
some kind of merchandising as- 
sistance; 73.5% of 535 radio sta- 
tions covered would cooperate 
|with advertisers; and 92% of the 
|general magazines would give ad- 
|vertisers merchandising support. 


64% Like Services ~ 


Of the 123 advertisers who re- 
|plied, 85.3% have used media 
merchandising services, and 64.2% 
reported that the services were 
| satisfactory. 

_ The services most preferred by 
/advertisers include: 

1. Personal calls by media rep- 
|resentatives on distributors and 
dealers (offered by 64% of news- 
papers, 48% of radio stations, no 
magazines). 

2. Letters from media to dis- 
tributors and dealers informing 
them of the campaign, enclosing 
proofs, etc. (86% of the maga- 
zines supply this service, 80% of 


newspapers, 69% of radio sta- 
tions). 

| 3. Setting up displays in re- 
tail outlets (only 18% of news- 


papers, 28% of radio stations, and 


Will He Buy YOUR BRAND In St. Paul? 


St. Paul Shoppers BUY by BRAND*. Repetitive 
brand sales result from repetitive advertising .. . 
in the ST. PAUL DISPATCH-PIONEER PRESS 
which blankets the St. Paul half of the 9th Market. 


St. Paul is buying more and more. Federal Reserve 
Index shows St. Paul Department Store Sales as 
leading the Nation in increases for the first six 
months of this year over last year. 


*FREE—The “1947 Dispatch-Pioneer Press Con- 


sumer Analysis of the St. Paul Market.” 


this 176-page book showing 


Write for 


the brand preferences 


of 3,000 families for 1,536 products. 


RIDDER-JOHNS, INC. ‘ NEW YORK 


2 Madison Ave 


DETROIT ST. PAUL 
Penobscot Bidg. Dispatch Bidg. 


CHICAGO 
Wrigley Bidg. 


Pionery 


Morning 


‘mation (76% 


'ment 


12% of magazines). 

4. Provide advertisers 
market data (74% of newspapers, 
57% of radio stations, 62% of 
general magazines). 

5. Give advertisers’ 
dealers’ 


salesmen 
names and route infor- 
of dailies, 30% of 
radio stations, no magazines). 

6. Special local trade surveys 
(44% of dailies, 25% of radio 
stations, 64% of magazines). 

7. Distributing sales promo- 
tional material to retail outlets 


(40% of newspapers, 33% of radio | 


stations, 20% of magazines). 

The next three desired services 
were listed by less than 20% of 
the respondents, and_ included 
supplying mat service to dealers 
(which only newspapers offer), 
creating and producing sales pro- 
motion material, and providing 
window display space in buildings 
for advertisers’ products. 


Timeliness Stressed 


Some comments on media mer- 
chandising aids: 

“Too little—too late. Most mer- 
chandising done after advertise- 
has appeared”; “depends 
entirely on the individual publi- 


‘cation’; “there is a wide variation 


in the quality of merchandising 
service among papers.” 
Advertisers said these merchan- 


dising services would be appre-_ 


ciated: 

Stories or recipes mentioning 
brand names; good photos of 
product in food section; getting 


trade reaction to company and 
products; pantry shelf surveys 
annually; personal calls on most 
important buyers; participation in 
local sales and dealer meetings; 
telephone calls to key stores. 


Hit Sales ‘Gimmicks’ 


In the advertisers’ view, an 
average of 1,000-3,000 lines in 
newspapers ought to be enough 
to warrant merchandising help 


from a newspaper, and a 13-week | 


contract in radio ought to be| 
enough for a station. 
Some conclusions D&S drew | 


from the survey: 


tween merchandising service of- 
fered as a “sales ‘gimmick’ for 


/space” and that “which actually 
|does what the media representa- 
|tive says 


it will do”; (2) they 
want most assistance along lines 


i'they are physically or economic- 
‘ally incapable of providing them- 
'selves; (3) the trend seems “to be 
‘a greater awareness of the value | 


of genuine merchandising assist- 
ance on the part of media, and a 
willingness to provide attractive 
advertising schedules for cooper- 
ating media.” 


Runs Special Ad Copy 
for Tyle-Bord Panels 


The Tyle-Bord Company, Se- 
attle, has scheduled a series of 
full-page and accompanying 
single - column advertisements in 
western magazines promoting its 
plastic-coated wall panels. 

The schedule utilizes a 
color page on the left 


full- 
with 


single - column black - and - white | 


space in the first column of the 
facing page. Color copy shows 
each of the half dozen pastel col- 
ors in which the panels are avail- 
able, while the adjoining column 


|offers details on costs, application 


and advantages over competing 
products. Botsford, Constantine & 
Gardner, Seattle, is the agency. 


Emmett to Toronto 


The Toronto office of W. H. 
Emmett (Overseas) Ltd. will be 
located temporarily in Room 19B, 
Union Station. The Canadian 
headquarters of this British agency 
will be in Montreal, but thus far 
offices have not been located there. 


A. W. Dicks, A. W. Dicks & Co., 
has been elected the first president 
of the newly formed Toronto chap- 
ter of the Mail Advertising Serv- 
ice Association. 


with| 


(1) National | 
advertisers now differentiate be- | 


Committees are being lined up to enlist support for American 
Brotherhood Week, Feb. 22-29, sponsored by the National Confer- 
ence of Christians and Jews. John S. Knight, publisher, Chicago 
Daily News, heads the newspaper group; Niles Trammell, NBC 
president, heads the radio group; Spyros Skouras, pres., 20th Cen- 
tury-Fox, is chairman of the motion picture committee; John 
Farrar, of Farrar & Straus, publisher, heads the magazine commit- 
tee, and Lee H. Bristol, v.p., Bristol-Myers, is in charge of the 
advertising committee. . 

C. M. Robertson Jr., pres. of Ralph H. Jones Co., Cincinnati 
agency, has been appointed gen’l chairman of his city’s Salvation 
Army campaign to raise $100,000. . Marking a quarter century 
of service, J. A. MacLaren, pres. and managing director of Mac- 
Laren Advertising Co., Toronto, was presented with a silver tray 
by his associates at a reception at the King Edward Hotel Dec. 1... 

Waters Dewees Yeager Jr. of the Ward Wheelock agency in 
Philadelphia is engaged to Jean Henderson of West Hartford, 
Conn. .. Ernest de la Ossa, National Broadcasting Company per- 
sonnel director, has been reelected chairman of the New York 
Personnel Management Association. .. And MBS President Edgar 
Kobak is the new chairman of the advisory council for science 
and engineering of the University of Notre Dame... 


WINS HONOR—John Fulton (left), manager of WGST, the Georgia Tech sta- 
tion, Atlanta, receives a football trophy from W. A. Alexander, athletic director, 
for his part in the success of the Thanksgiving Day football game benefiting 


the Scottish Rite Home for Crippled Children. 
man, looks on. 


Alex Dittler, Atlanta business 


The 1947 Armstrong Medal for important contributions to radio 
has been awarded to John V. L. Hogan, president of WQXR and 
WQXQ, New York, by the Radio Club of America at its 38th 
annual dinner held in New York. . . The three lovely daughters 
of George T. Delacorte Jr., president of Dell Publishing Company, 
Consuelo, Marianne and Victoria, made their debuts at the St. 
Regis Hotel, New York... 

Mr. Petrillo, please note: At this year’s Radio Executives Club 
Christmas luncheon in New York, members were entertained by an 
unusual orchestra made up of Bill Hedges, NBC vice-president and 
REC president, on the washboard; Reggie Scheubel, radio director 
of Duane Jones Company, New York, on the kazoo; Beth Black, 
director of media, Joseph Katz Company, New York, on the bicycle 
horn, accompanied by Carl Haverlin, BMI president, on the piano. 
Together they played Jingle Bells that somewhat resembled the 
noises that emit from Spike Jones’ band. The REC raised 
$3,000, which was divided evenly between the Fresh Air Fund and 
Free Milk Fund for Babies... . . 

George Washington Hill Jr., vice-president of American Tobacco 
Company, New York, is recovering from an appendectomy. . . Alice 
Methudy, formerly on news and rewrite for KSD, St. Louis, and 
Thomas F. Koch, news and sportswriter for CBS, Chicago, have 
settled down in Chicago after a flying 10-day honeymoon to Pensa- 
cola, Fla., following their marriage Dec. 5. The couple graduated 
from Northwestern University in the same class. . . 

Milton Cross, radio announcer, played Santa Claus to 1,100 chil!- 
dren of employes of NBC and ABC at a joint party given by the 
networks on Dec. 24... 

The engagement of Robert Lewis Grant of the New York Herald 
Tribune and Carolyn McMullan of Edenton, N. C., has been an- 
nounced... 

Chicago office staff members of Curtis Publishing Company pre- 
sented DeWitte S. Dobson with an engraved sterling silver pitcher 
and leather portfolio at an office Christmas party on the eve of his 
departure for San Francisco. Mr. Dobson, who leaves Jan. 3 after 
21 years as a member of the Chicago sales staff, will be branch 
office manager for the Curtis West Coast office. . . 

General Foods’ publicity chief, Bill Baker, works so hard he 
doesn’t get much time to listen to the radio. We’re sure that’s wh) 
Bill couldn’t guess the Jell-O jingle at a radio jingle contest held 
at a recent New York Christmas party. . . 

A completely furnished home, an automobile, air-conditioning 
unit, a “new look” outfit, etc.—all in miniature, were presented to 
Florence Steeler of the New York Life Insurance Company for 
discovering who Mr. “Whoosh” was at the Publicity Club of New 
York Christmas party... 

Thomas L. Jefferson of the U. S. Television Mfg. Company, New 
York, will be married on-Jan. 10 at Christ Church, New York, to 
Judith Wagstaff of New York... And James C. Pinkston of WKNP. 
Corning, N. Y., is engaged to Sarah Hoffman of Elmira... 

Bob Tompkins, assistant art director at Newell-Emmett Company. 
New York, is an old hand at becoming a father on Dec. 18. His 
second son was born on Dec. 18 and three years ago to the day he 
became the father of his first boy, . . 
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Joe Louis Wins 


from C, E. Hooper 


New YorkK—Top rating on the 


Louis-Walcott prize fight, which 
was carried during a regularly 
scheduled program hour on ABC, 
with 41.5. 

Among the Hooper regulars, 
American Tobacco’s Jack Benny 
(NBC) was first at 27.7, followed 
»y Procter & Gamble’s Miss Hush- 
nspired “Truth or Consequences” 
(NBC) at 26.8. 

Other leaders: 
red Allen (Standard Brands), 

RE naa css we 3 ek eene bess 25.9 
Fibber MeGee & Molly 

eee a WR), Deirea so b0 daha ws 25.8 
Charlie MeCarthy (Chase & San- 

en A rr rr | 
Amos '’n’ Andy (Lever Bros), 

POF Fe Tee ert errr 2 
radio Theater (Lux), 2 
Bob Hope (Pepsodent), NBC.... 2 
\lir. D. A. (Bristol-Myers), NBC. 20 
Arthur Godfrey (Lipton’'s), CBS. 20. 
Walter Winchell (Jergens), ABC 20 
Red Skelton (Raleigh), NBC.... : 
My Friend Irma (Swan), CBS... 19.3 
Bandwagon (Fitch), NBC....... 19.2 


Ps ¢ — 2 
oven Ao 


to 
> 


Aj Jolson (Mraftt), NBC........ 19.0 | 


Sets-in-Use Up 

Average evening sets-in-use of 
33.3 rose 1.6 over last report and 
dropped 0.3 from a year ago. 
Average rating of 10.9 was up 0.8 
from the last report and 0.2 from 
a year ago. 

“Big Sister,” an Ivory soaper on 
CBS which didn’t even make the 
top 10 on Nov. 30, led the list of 
daytimers with 7.9. 

Others popular during the day- 
light hours: 


Helen Trent (Kolynos), CBS.... 7 
Ma Perkins (Oxydol), CBS.... 7.4 
Our Gal, Sunday (Anacin), C BS. rf 
Lorenzo Jones (Sterling), NBC.. 7.2 
When a Girl Marries (General 

DCE? 5 i cease ctenbs ae 7.2 
Stella Dallas (Sterling), NBC 7.1 
Backstage Wife (Sterling), NBC 6.9 
Portia Faces Life (General 

Pes SEE co's > 0.5.0 6 bible. 6.6 4 6.4 


Young Doctor Malone (P&G), 


CO eas + ive vic aves 

Average daytime sets-in-use— 
17.6—was up 1 from the last re- 
port, down 0.1 from a year ago. 
Average rating of 4.5 rose 0.4 
from last report and dropped 0.3 
from a year ago. 


HOOPER RATES WELL 
—WITH HOOPER 


New York —C. E. Hooper has | 
passed the rating test—with hon- | 


ors. 


On the evening of his guest ap- | 


Look 6 lp 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


*& Industrial Marketing's 
NDUSTRIAL MARKET DATA BOOK 


|pearance on Gulf Oil’s. “We the | 
| People,” 
| scored 


Another Decision- 


/was due to the drawing power of 
|guest Hooper no one was pre- 
Dec. 15 C. E. Hooper, Inc., report | 
went to the Gillette - sponsored | 


Canada Shipping 
More Newsprint 
to U.S. in ‘47 


that Columbia program 
12.7, an increase of 2.3 
over the last rating of 10.4. 

Just how much of this increase 


pared to say, not even Mr. Hooper. |tion in Canada for the first 11 


——___— months this year totaled 4,077,- 

: . 861 tons, up 7.3% 
Starts Wine Campaign 6; 4s)-ton total. in. the 

Chateau-Gai Wines Ltd., To-| period of 1946. 

ronto, has launched a campaign in | 
Canadian newspapers. Product ad- 
vertising is being used in the 
province of Quebec, while in the 
other. provinces where promotion 
of wines is restricted, the ads fea- 
ture public service. 
weekend publications are also be- | 
ing used. 


compared with 3,071,680 in 11/| 
months of 1946. This is a gain of | 
8. 5%. 


and 498,150 last year. 

Monthly production this year | 
has averaged 370,715 tons, against | 
(345, 274 a year ago. 


Issues Calendar 


Seagram-Distillers Corporation, | 
New York, has issued its 1948 edi- 
tion of the full-color Seagram | _CKEY Promotes McLean 
Sportsman’s Calendar. The fourth Ross McLean, formerly head of 
in a series, the 14x20 inch calen-|the feature script department of 
dar is illustrated by Arthur D.|Station CKEY, Toronto, has been 
Fuller, William J. Schaldach and appointed director of public serv- 
Paul Bransom. | ice. 


| Appetite Wagner 


|cational films at the University of 
MONTREAL — Newsprint produc- 


from the 3,- |/equipment manufacturer. 
same | 


Shipments to the U. S. in the Taylor Elected V.P. 
11 months totaled 3,373,119 tons, | 


Overseas shipments were | elected a_ vice-president of the 
Nationalj|about the same—499,060 this year | agency. 
last June, he was a vice- president | 
| of William Esty & Co. | 


ul A. Wagner, who, prior to 
ooktan in the Navy, was with 
Universal News Reel Company 
and also made experimental edu- 


Chicago, has been appointed sales 
manager of the education division 
of Bell & Howell Company, Chi- 
cago, precision motion picture 


Rolland W. Taylor, account ex- ere es iii. 
| ecutive in the Chicago office of | that you're in business to do business; 
| Foote, Cone & Belding, has been | that you're on the lookout for immediate 
sales. 
Prior to joining FC&B 


Cyitago | 


fende 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


Defend 


his cs \oledo 


.. bringing into realization TODAY its vision of a still finer 


TOLEDO TOMORROW! 


History was 
made in the field 
of municipal tax- 
ation when in 
1946 the good 
people of Toledo 
voted to impose 
upon themselves 
a payroll-income 


tax, to retire the 
city’s debt and provide expanded services and 
improvements. 


And history keeps on being made by Toledo 
voters, who at the most recent election approved 
two additional levies, one for Toledo schools 
and the other to provide a new and thoroughly 
modern home for the aged. 


The impelling reason for voting the school 
levy was the conviction that the time had come 
to stop talking and really do something about 


...and this is the 


In all its long history, The Blade has never 
seen a time which would compare with these 
more recent years for forward thinking and 
constructive action on the part of Toledo 
citizens. Toledo is currently enjoying its 
soundest and greatest period of prosperity 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


increasing teachers’ salaries. More than half of 
the schools’ added revenue of $1,000,000 a 
year will go to increase annual salaries, with 
the minimum raised $500 and the maximum 
$1,010. 


Likewise, the passage of the levy for a new 
home for the aged was, in the eyes of the voters, 
an act of simple justice to those of the older 
generation needing adequate care in their 
latter years. 


So does Toledo move forward under the 
compulsion of an ideal which we know as 
TOLEDO TOMORROW ... presented in 1945 
by The Blade as an inspiration for future living. 


TOLEDO BLADE 


.a period marked not only by material ad- 
vance but by enlightened thinking and doing 
in matters of community interest. The Blade 
is happy to play what part it can in the ad- 
vancement of the good city whose life it has 
shared for so many years. 
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WASHINGTON—Department store | 
sales in the week ending Dec. 13 | 


were the greatest ever reached. 
Federal Reserve Board reports 
show that sales were 10% over the 


corresponding week last year. That | 


pushes the index (based on 1935- 
. 389 averages) up to 571—nearly 
40 points above the previous high 
reached the week before Christ- 
‘mas last year. Sales for the week 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100. 


Week to Dec. 13, °47* .p571 
Week to Dec. 6, ’47*. .507 
Week to Nov. 29, ’47*. .367 
Week to Dec. 14, ’46*. .519 
Week to Dec. 7, 
Week to Nov. 30, ’46*.334 


*Not adjusted seasonally. 
pPreliminary. 


ending Dec. 20 probably hit an- 
other all-time high, too. 

The Philadelphia (3rd) district 
led with a 15% increase, and no 
district had less than a 6% gain. 
Not a single major market showed 
a loss from the same week last 


year, the first time this has hap- | 


pened in months. 


Yr.-to-Yr. “> Change 
Week Ending 


Federal Reserve Nov. Dec. Dee. 
district and city 20 6 13 
UNITED STATES... 10 7 10 
Boston District. ... 5 3 6 
New Haven ..... 7 —2 6 
OER, bint sb ae 6 3 6 
Springfield ...... 6 8g 10 
Providence ..... 7 el f 
New York District. 0 ri 6 
fg hd ne 1 0 5 
DEE Us cs Seow as 9 r3 13 
Pee OTK 2 ss ce —2 rl 6 
Rochester ...... 8 6 11 
ae 2 r—5 3 
Philadelphia Dist... 15 10 15 
Philadelphia .... 16 11 14 
Cleveland District. 15 11 12 
Co Aa ee 11 6 11 
Cincinnati «... » Ss 8 11 
Cleveland ...... 20 7 10 
SOmmpues ....... 13 2 6 
—, ) | 15 16 12 
Pittsburgh a 7 15 12 
Richmond District. 5 r3 11 
Washington .... 6 0 12 
Baltimore DRO Sa 1 2 10 
Atianta District... 13 rs 19 
Birmingham .... 23 ri2 ° 
EE es ae awe 13 9 12 
ee 11 rll 13 
New Orleans .... 17 r3 9 
* Nashville ....... 10 8 ad 
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a Why 
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Chicago District... 15 
COOOMIEO - ness eses 11 
Indianapolis .... 18 
EE fsas.awess 25 
Milwaukee ..... 10 

St. Louis District.. 17 
Little Rock .... 16 
Fi 21 
ge eee 18 
Memphis ....... 9 

Minneapolis District * 
Minneapolis .... ° 
a. ea ° 
Duluth-Superior. * 

Kansas City Dist.. 11 
verre 8 
i! aera 15 
Baemenen City .... 16 
St. Joseph ...... 16 
Oklahoma City .. 11 
a ies ’'s:4.9 <* 14 

Dallas District ... 19 
re eee 15 
Fort Worth .... 12 
RROUNTGR 4 oo cs scs 38 
San Antonio .... 15 


San Francisco Dist. 4 
Los Angeles Area —1 
Oakland 10 


Cree ee en 


Federal Reserve Figures on Department Store Sal 
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San Francisco .. 
Portland 


Seattle 


r—Revised. 
*Data not available. 


Canadian Exposition 
Maps Expansion Plan 


The Pacific National Exposition, 
Vancouver, B. C., plans to spend 
almost $500,000 for the erection 
of new buildings for agricultural 
exhibits and an additional $170,- 
000 for improved conveniences 
and facilities. Plans also are be- 
ing drafted for the erection, at a 
cost of $800,000, of first wings to 
new buildings for electrical, auto- 
mobile and manufacturers’ ex- 
hibits. 

The attendance figure for the 
annual show hit a record figure 
this year, 586,917, according to V. 
Ben Williams, general manager. 


a. ' 
Gets Handbag Account 
Calem Handbag Company has 


/appointed Irwin S. Richland Com- 
| pany, New York, to handle its ad- 
| vertising. 
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PictSweet Buys 
Two New Plants 


Mt. VERNON, WasH. —Pict- 
Sweet Foods, Inc., one of the ma- 
jor canners and freezers of food 
in the Northwest, has obtained 
two plants at Kent, Wash., and 
Albany, Ore., from Transamerica 
Corporation, San Francisco, in 
exchange for a block of stock. 

The deal involved 1,600 shares 
of common stock. At the same 
time, Transamerica purchased 8,- 
250 shares of PictSweet’s new 
convertible preferred stock for 
| $825,000, providing capital to 
finance further expansion. 

The new plant acquisition gives 
PictSweet 12 canning and freez- 


Transamerica, which is said to 
have acquired about 18% of the 
|PictSweet common stock, is ex- 


_pected to elect two of the five | sportsmen’s Kapok-filled life-saver 


PictSweet directors. The plants 


ing plants in Montana, Idaho, | 
| Washington, Oregon and Cali- 
fornia. 


it sold were formerly a part of 
the bankrupt Associated Frozen 
Food Company, Seattle. 

Through Ruthrauff & Ryan, Se- 
attle, PictSweet last October 
launched the biggest advertising 
campaign in its nistory and in- 
vaded a score of new markets in 
the Midwest and East (AA, Oct, 
20). 


‘Organize State Network 

| Six Connecticut radio stations, 
| (WNHC, New Haven; WATR, Wa- 
|terbury; WNAB, Bridgeport; 
WSTC, Stamford; WNLC,. New 
London, and WTHT, Hartford), 
| have organized as the Connecticut 
| State Network, Inc. Headquarters 
|of the group will be at 555 Asylum 
| St., Hartford, which is the home of 
| WTHT. 


Appoints Kiefer 

| Adolph Kiefer. has been ap- 
|pointed director of research and 
development of American Pad & 
| Textile Company, Greenfield, O., 
|manufacturer of children’s and 


| vests and cushions. 


| 


| 


* Look at the prospects 
“editorial screening” pro- 
vides for insurance! 


There are some 


3,000,- 


000 husbands and fathers 
in Better Homes & Gar- 
dens families — husbands 
and fathers whose big love 
is home, and whose big 
interest is to see that home 
is safe and happy. Is there 
anybody more likely to 
care about your insurance 
story than these men? 
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Better Housing 
Shown in Special 
Census Report 


WASHINGTON — Increased home 
ownership and better housing 
standards in most of the popu- 


| 1940, four tenths had achieved it) erans. 


lated areas of the United States | 


are measured in a special statis- 
tical bulletin issued by the Census 
Bureau last week as a by-prod- 
uct of research into veterans’ 
housing needs. 


More than half of the dwelling | 


units were owner-occupied in 60 
of the 108 areas surveyed late in 
1946, Census finds. Owner-oc- 
cupancy predominated in only 
about 10 of these communities in 
1940. 

The 1946 sample survey showed 
a significant increase in the num- 
ber of areas where 99% or more 
of housing units have private bath, 
flush toilet and running water. 
Where only a tenth of the 108 
areas reached this standard in 


in 1946. 

Detailed tables in the bulletin, 
“Housing Characteristics in 108 
Selected Areas” — Census Series 
HVet—No. 115—show owner-oc- 
cupancy rates for each of the 108 
areas, vacancies, rentals, ‘doubl- 
ing up” and plumbing informa- 
tion. 


Show Median Income 

An additional table shows me- 
dian weekly income of employed 
veterans at Las Vegas, Nev., at a 
national high of $66 during late 
1946. Reno and Sparks, Nev., 
were paying the second highest 
median wage, $64. 

Exclusive of southern cities, the 
Fall River—New Bedford (Mass.) 
area and Providence (R. I.) area 
were among those reporting the 
lowest median weekly incomes 
for employed veterans—$37 and 
$39. 

Surveys in southern cities 
showed that on the whole non- 
white veterans were earning con- 
siderably less than the white vet- 


Median incomes for em- 
ployed non-white veterans ranged 
from $29 to $35 in the South while 
/southern white veterans earned 
| $44 to $59. 


Two Join McCann 


| Jerrold L. Kingsley, formerly 
with Schwab & Beatty, has joined 


'the copy department of McCann- | 


Erickson, New York, where he will 
|; work primarily on the Standard 
Oil Company of New Jersey ac- 
‘count. Eugene Connett, formerly 
| with Young & Rubicam, has been 


appointed an assistant account ex- | 


|ecutive of the agency. 
_ 
\Klemtner Names Brewer 


| <A. Douglass Brewer, formerly 
advertising manager of Ciba 
Pharmaceutical Products, Inc., has 
been named an account executive 
of Paul Klemtner & Co., Newark. 


Carnation Shift 
to Los Angeles 
Due in January 


Los ANGELES — National head- 
quarters of another major adver- 
tiser will be moved here during 
the first quarter of 1948 when 


Carnation Company and its sub-| 


sidiary, Albers Milling Company, 
take over temporary space in the 
|new United-Rexall Drug Com- 
pany building. 

Carnation. whose headquarters 
‘now are in Milwaukee, plans to 
‘erect its own executive office 
|building here. The Milwaukee 
office will be transferred here dur- 
ing January, the New York office 
|in February and Albers’ Seattle 
Office at the end of February. 

Executive offices of the com- 


Detrex Promotes Newbery pany’s fresh milk and ice cream 


W. F. Newbery, industrial sales 
manager, has been named assist- 
ant director of sales of Detrex 
Corporation, Detroit. 


division have been maintained in 
|Los Angeles for 10 years. 

| Transfer of the headquarters is 
|expected to result in a major per- 


overlook. 


families. 


It is a well-established fact that some 
people live better than others. 


People who live better, want more, buy 
more, are a better market. 


If you can’t talk to all the people about 
your product — it’s wise to talk to those 
who are the cream of the market. 


All this is rather elemental. But it is lead- 
ing up to a point which many advertisers 


A magazine’s circulation is a market. 


How good a market depends upon how 
intelligently that circulation is screened. 


Better Homes & Gardens screens for 


It screens for prosperous families — 


irst step toward 
finding a market 


fami- 


lies with a lot of wants, and the means of 


satisfying them. 


It screens by focusing editorially 100% 
on service — articles of interest to these 


families who need a lot 


It delivers 3,000,000 such 


and buy a lot. 


families. 


3,000,000 circulation is big-league circula- 


tion. 


But when it is hand-picked for interest and 
income — it comes mighty close to being 
the best single market in the United States. 


Get the whole story of “editorial screen- 
ing” from your BH&G 


representative. 
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sonnel shift, also, for Carnation’s 
agency, Erwin, Wasey & Co. The 
agency’s Chicago office has han- 
dled the Carnation account, 
though it maintains a small Los 
Angeles office. Erwin, Wasey’s 
Seattle office handles the Albers 
Milling account. 


Starts New Publication 


The Home Builders’ Association 
of Hartford County, Conn., has 
|launched a new monthly publica- 
tion, “Connecticut Home Builder,” 


'which will report the activities of _ 


the sponsoring organization and 
developments in the home build- 
ing industry. 


Crosley Names Allison 
Milton F. Allison has been named 


head of sales and promotion of the : 


television operations of Crosley 
| Broadcasting Corporation, Cincin- 
/nati. He was formerly sales man-. 
ager of WPEN, Philadelphia. 


(Advertisement ) 


ANeglected 
Market for Mass 
Cultivation 


By Frank C. Murphy, 
Vice-President and 
Media Director, 
Geare-Marston, Inc., 


Philadelphia 


Mass advertising, more than 
any other single factor, is respon- 
sible for the tremendous records 
|of distribution hung up by Amer- 
ican business. It brought huge 
rewards to the pioneers. Even to- 
day, you can put across a new 
product by mass advertising tech- 
niques. But you'll have much 
tougher sledding. Competition is 
razor-sharp. Mass advertising is 
said to be approaching the sat- 
uration point. 

But is it? Is mass advertising 
really being used where dollar 
sales volume is greatest? 
| The answer depends largely on 
| what product you make. If you 
|/make cigarettes, the 
\“yes”. Or canned soup, 
|biles, or shoes. 

But maybe 
working machinery. Or pumps. 
| Valves, industrial belting, elec- 
| trical resistors. How many man- 
ufacturers “‘mass advertise” these 
products? You know the answer. 
Yet here is the largest mass mar- 
|ket in the world. The American 
| business market. Smaller in num- 
| bers of people than the consumer 
|market ... but four times greater 
lin dollar volume of 
| Surely, here is a vast opportunity. 
| Several manufacturers already 
use the mass technique here. By 
|splashing their messages across 
ithe board, throughout industry 
}and business, they have succeeded 
|in etching their names in the 
;minds of this huge market. They 
ido not pretend to seek out just 
ithe right people or groups. Rather 
they reach out for the entire mar- 
ket, knowing that buying stems 
from many sources other than the 
|immediate user or purchasing 
| agent. 

But the surface has hardly been 
scratched in this enormous mar- 
ket. True, the present users of 
mass methods are reaping great 
rewards. But there is yet plenty 
of room for many more to follow 


automo- 


you make metal- 


in this path... with equally 
profitable results. 

By taking monthly pages in 
such publications as Nation’s Busi- 
ness, Business Week, United 
States News, Fortune, Time, News- 
week, etc., you reach this biggest 
market on earth. I always keep 
this mass method in mind when I 
set down my recommendations to 
clients. You will find it advan- 
tageous to do so, too. 

This column is sponsored by 
Nation’s Business to promote the - 
use of a “mass technique” in sell- 
ing the business market of 


America. 


answer is, 


purchases. - 
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MAJOR OUTDOOR PAINT DISPLAY 


oores Paint 4: 
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BOOKLETS 
and DIRECT MAIL FOLDERS 


We have created and lithographed a great number of 
long-run editions of store booklets and Moore's Triangle 
Club Radio mailing pieces, etc. No matter how long the 
run, all the colors necessary are used to produce accu- 
rately the attractive Moore Paint colors. 
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IMPERVO Moore’ $ 


Shingle 
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DAFFODK, YELLOW tet a 
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These three oil paintings are beautifully reproduced in full color and Ver- 


plexed to give a true brush stroke oil painting effect. The large center piece 
(28” x 38”) is framed in wood. The two side pieces are two-plane displays. 


This large Paqua 
Display is a 
powerful selling 
piece. The Moore 
Paint girl was 
painted by Brad- 
shaw Crandell. 


“The Kind of Paint 
Everybodys Using * 


MODERN Srvut Finish 
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PALMER ASSOCIATES 51E. 42%2 St., N.Y.C. iissiay seaviremen's 


PALMER DISPLAYS | 
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s\fr Moore Paint 


ANY] | Uf. FY — PAumer’s 25th YEAR OF SERVICE TO BENJAMIN MOORE & CO. 


And so through these 25 years, our lithographic 
advertising work on Moore products has always been 
the best obtainable. We create the ideas and use only 
the finest art to carry out their exacting demands. We 
plan together well in advance so there is always ample 
time to manufacture with utmost care. Our art staff 


Moore’s fine Interior 
Finishes are beautifully 


emcee A TASTING GLOSS FINISH 
liant three-piece ‘vo- [9 ae ay RnE TES am 
plane display set. * ‘It's Washable * 


TERIOR GLOS* 


for WALLS an? 
WoopworK 


PEACH GLOW 


: ‘amin Moore ® 


SPECIAL OFFER: 


easy to buy. 


You can buy 10,090 exceptionally fine Window Display Sets for approximately $2.50 
eah, We do it all—original ideas, finest art work, best 8-10 color lithography, top 
quality mounting. (Smaller quantities naturally at a higher unit rate.) No finer 
li: hographic displays are made. We take the mystery out of lithography and make it 


LET’S GET ACQUAINTED — SEND THE COUPON - 


ie a building-to-building canvass 25 years ago, we sold Benjamin Moore & Company a first order, and 
ever since then we have been making their window displays, point-of-purchase material and litho- 
graphed booklets. We salute this fine company and our good friends in their six factories on this, their 
65th anniversary year. Outstanding quality has put their products at the top and our long association 
with them has constantly reminded us that QUALITY MUST COME FIRST. 


executes their exterior and interior pictures with all 


the latest decorative modes and color schemes so ex- 
quisitely that their window displays, folders and book- 
lets have continuously set a high-mark pattern in the 
paint industry. We feel justly proud of this long 
association. 


A DULL'GLOSS ENAMEL 


Its Washable 


& y gil 
Pp agp 


What we are doing for Moore Paint we can do for two or three additional large national accounts— 
provided they do not compete with our present list of regular clients. We can work direct with you or with 
your advertising agency. Some of our strongest point-of-purchase campaigns have been doubly successful 
because of complete cooperation of the client, the agency and ourselves, as lithographers. We submit 
preliminary ideas without obligation after we have thoroughly discussed the merchandising problems 
involved. And so we invite advertising executives, either manufacturers or advertising agents, to contact 
us. We create complete display campaigns that sell merchandise. 


Palmer Associates AA 12 29 47 
51 East 42nd Street 
New York 17, N. Y. 
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| We are interested in your special offer and your kind of service. 
| Please submit full particulars. 
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| ure represents an increase of about | 
| 30% from its 1946 total of $27,-| 


NOAB’47 Volume 
Hits $35,000,000 ect i eet sea aa | 


New Yorx—Advertising volume | Plays and spectaculars, and five-| Disa. oe ee 
placed by agencies through Na-|sixths in posting. This department is a reader’s forum. Letters are welcome. ; 


tional Ouidoor Advertising Bu- te an ills‘ 
reau in 1947 will reach about $35,-/KLAS Names Goebel Tells General Mills 
Richard E. Goebel, sales man- | Plan for ‘48 Budget 


,favorites of the former feature | enclosed ad for Pyrene Mfg. Com- 
\page, like “The Creative Man’s | pany. Since Pyrene is sold through 


000,000, an all-time high mark in |Corner,’ remain unchanged ex- large numbers of hardware and 


the bureau’s 28 years, AA was 


told. 

This is half the total national 
advertising volume in_ outdoor 
this year, estimated by Outdoor 
Advertising, Inc., at $70,000,000 
(AA, Dec. 22). 

NOAB’s current $35,000,000 fig- 


S S RUBBER CEMENT CO. 


314 N. Michigan Ave. Con. 3373, Chicage 1 


ager of KQW-CBS, San Francisco, 
has been named general manager, 
effective Jan. 1, of Station KLAS, 
new 250-watt CBS affiliate to be 
|built in Las Vegas. The station 
|is expected to be on the air by 
|Mareh 1. C. L. McCarthy, vice- 
president and general manager of 
KQW, is also president of Las 
| Vegas Broadcasters, Inc., licensee 
of KLAS. 


|'shows for the past year, has been 


|appointed production manager of | 


| Station WKBW, Buffalo. 


To the Editor: Regarding your | cept that they are not all appear- | supply stores, we knew there was 


/1948 advertising questionnaire, we 
have more uncertainty concerning 
|our 1948 plans than is usual at 
\this time. Since our fiscal year 
runs from June 1 to May 31, we 
‘have no definite plans beyond 
| June 1, 1948, and must make esti- 
|mates beyond that date. 


| With the uncertainties in re- 


degree, if any, of allocation of 
such supplies which may prevail, 


|it is exceedingly difficult to make | 


predictions a year ahead. 


SAMUEL C. GALE, 
Vice-President, General Mills, 


sion in the story which appeared 
in AA, Dec. 22, says that while 
General Mills plans to spend 
about the same amount for adver- 


|work and spot radio, and more to 


'tising in 1948 as it did this year, | 
|less of the budget will go to net- | 


‘ing on a single page.| 


a 


Talent Wins A Prize 


| To the Editor: Here’s a little 
|communication that the Paradise 
‘people received together with a 
| Suggested piece of copy that is 
self-explanatory. 


Complete line of artists’ materials | . spect to inflation or deflation, in-| We got quite a kick out of it to 
fy WKBW Appoints Randon cluding advertising costs, and the think of a gal way out in Elm- 

Pere > Lee Randon, ghost script writer |Uncertainties in respect to the/ wood, Nebraska, with all this tal- 
a of the “Lone Ranger,” “Green availability of raw materials, in-|ent and it occurred to me you 
Moulding Rubber Hornet” and “Nick Carter” radio cluding wheat and steel, and the might want to use it from a hu- 


|man-interest standpoint. At any 
|rate, I am sending it along to you. 

H. E. CHRISTIANSEN, 
Christiansen Advertising 
Agency, Chicago. 


I’m settin’ down milk 

pail at home 

| And leavin’ the cow 

you this pome. 

| Old Bessy is switchin’ her tail cuz 

she’s mad— 

| But Bessy don’t know that I just 
read your ad! 

That cow doesn’t dream I ain’t one 


here on my 


while I type 


a big market in the sales force of 


| 


Like shoemakers’ children whe never heave shoes, ther: 


are many folks selling Pyrenc® whe don’t have Prren: 


Fire Extinguishers jor their own homes, 


5 7 You discus: and explain fire hazards with your custoneers 

Inc., Minneapolis. | Paradise Shoes tinke after time, You. ortl them Pyeene for thal fateri 

a " | Brauer Bros. Shoe Company offices, stores. farms and homes —often get big orders, Ther 
[Editor’s Note: Mr. Gale s Te-| st. Louis 8, Mo. you go howe and never consider what might happen ts you 
port, received too late for inclu- Dear Sir: wr your home. You can have a fire too! You kaow that 


Pyrene stops fires before they spread. You know it's +o ea) 
to operate that your wife or children ean mee it. Yor know 
it’s sale. approved by Underwriters’ Laboratories, tae. and 


Factory Mutuals. Yeu you run the rigk of tragedy 


big fire lows in your own home by failing to have 


Pyrenes yoursell. 


Protect your own family, furnishings, auttoraobite 
and home with Pyvrenes, Don't take a chanee. Take 


your Pyrene home with you tonight. 


| business papers, farm publications, of her ilk— 
North Dakota bank deposits amounted | magazines, motion pictures and iggy ty a Ai Hy on ee eee 
Ds 2 ? |newspapers. Direct mail and ‘ ; 
to only $65,000,000. in 1933. ‘point-of-sale material will get 1 learned me to type and I learned ctw at 


Now they are $560,000,000. Back in 
1933 it took 2.300 bushels of wheat to 
retire a thousand dollar debt; now it 


takes 437 bushels. 


And North Dakota 


|about as much as this year. Bulk 
of the budget (40-50%) still is 


to 30% for magazines and from 5 
to 15% for newspapers. | 


slated for network radio, from 20 | 


me to spell 
So’s I could get rich with the pomes 
I would sell. 
typin’ machine 
the hay, 
| If Granny should find it lord knows 
what she’d say. 


My I keep hid in 


NEWARK 8 


Attiiated with C0 two Fire Equipment Company 


these outlets. So we purposely 
_chose an illustration and headline 
unrelated to the product and 


v v v My kinfolk don't guess at the somewhat different, we think, 
at 9n : . rhymes I have wrote from the ordinary run-of-the-mill 
raised 178,255,000 bushels this year. | , . : White sudiien tee ele ued’ while h 
ignation Rife oe ee an ae approach. . 
To the Editor: It seems that | My kinfolk are Granny (who's hu-|! The ad appeared in Hardware 


The Fargo Forum is 


distributing 


7,000 daily and Sunday editions in 


anyone who has anything to sell, 
whether it is a steam roller or hot 


man like me) 
And Rosy the goat who is sweet as 


Age and Farm Implement News, 
and reprints with a memo from 


can be ’ 

. . *. . . ’ ” I 

this “good business” market. |water bag, thinks it becomes a| six ducks and a pig with a cute =a sore re eee . — 
| Christmas Gift if it is wrapped up | little face— ordering extinguishers were fur- Se 
| in holiday paper and tied with a And all of us live on our ten-acre nished to stores to distribute to 
| cand ‘Hiisionen place. their employes. CON 

THE FARGO FORUM | In this connection I think the We're proud of this ten-acre place I aoe ae preypen Dog =. 
enclosed advertisement marks a which we own rving arks; art credit to Nel- e 

Published Morning, Evening and Sunday Though covered with cockle-burrs, vert and Miller. 


bindweed and stone. 


FARGO, NORTH DAKOTA ed wn. can Bay arith Confidonce “| | My Granny thinks farmin’ and hard InvING K. Marks, B 
; ' Re work are swell Frank Best & Co., Inc., New ( 
Affiliated with Radio Station WDAY Representatives, Kelly-Smith Co. | fo! sry ered? §© And shirkers and poets will all go York tic 
CONSTRUCTION to hell. . ict 
= | | - tee to bo, cxstend Me ; e-F ¥ Wl 
1 wreetes Sow 6) But) nevertheless am riskin’ the . . we 
| = “nue | | curse— Makeup Wins a Prize I Bu 
9 fa Ages (ae ee me to write To the Editor: Preferred posi- I Fe 
} eee you a verse. : ‘ —* 
W224 ‘ ; =o | | You'll find it inclosed cuz I hoped tion can sometimes make or break ‘ 
Ma , and I thought the success of printed advertising. ff ne: 
farkoes puareee PeAsan cans epee engl If mebbe you really did like it a From time to time coincidences of mi 
| Posted 1 tegeiteat Corte ver Pas Peet Shyness) | 12" be Dlomoter LOT k h lted i tie-ins 
women Ga — You'd swap it for some of them make-up ave resu e in 1e-1n: tor 
Sah a as thang” omer raged shoes which you sell— and the ads in question have far ad 
| | tor OFFICES - RESTAURANTS ete. 375 /And then wouldn't life be terrifically out-pulled what they would have & fo, 
swell? : : 
Manutoctured to sell for 8.5 ELLIS suys in SP pipe pa —" s _,. . done ordinarily. y 
QUANTITIES Passing Saving en to YOU —™W been Bri greng pe ees. 4 The enclosed clipping from the ] sjo 
\| | On Sundays they do make a buddy Toledo Sunday Times rotogravure A ani 
| ‘ art Mra gs aes is an outstanding example of what ff an. 
; And 1 led ever a nicke o spare » : ‘ : To- Mt hw 
| | I think I’d bust loose and jest buy we mean. Our distributor in TX a DY 
' alge you a pair!” ledo ran this four column, 10-inch pa 
new low in Christmas gift ideas: ad and was very pleasantly sul- &f be 
Give mother a garbage can and — eo co 9 milkin’! The cow prised to find that the famed finan- sit 
4 rj . , , oO N ad, i . 
she will remember ions through- She’s spotted me staring wide-eyed cier, Bernard Baruch, was -- : 
’ out the year. at your ad. tured immediately above his ad ff js 
= Oh well,—you can t help but But quick as I’m finished I'll dash wearing a Maico hearing aid. To on 
| e < 3 admire the advertiser for trying, . Rey Ry — detainee 3 ait | Carty the coincidence even furt!ie!, toy 
3 MY at least,—or can you? pa: Pct jonet nam box £0 2" the former U. S. Vice-President, 9 Ty 
ARTHUR WEINMAN, Earnestly yours, John N. Garner, was picture at # Co 
| ; Weinman Brothers, Chicago. ae eee ie patwnn Fitch. the side of the ad—not wearing 4 Mi 
a © aad or be Mac A hearing aid, but a glass case in 
“i 7 She knows that shoes by PARADISE his pocket so closely resemb ing 
v Features Still with Us Are blessings in disguise. one that it carries the illusion :til 7 p, 
p ‘ eed a ‘ further. To round out the whe 
F a To the Editor: Please Mr. Edi-| she knows they give her comfort eons - Toledo distributor’s son, 
/ tor, what has happened to “You| When she wears them all day | StOry, our toledo distributors ©" mi 
mo Ought to Know” and “The Pay - phate 1! HIS el _ also yet nig — if - 
8 - 7 0 — = M . 1e c<nows rom a »S £lances 1S wice pic ure on age ( Ca 
% ely —_— ng gee oi Oak Sw ren see Seneayy Che: the gravure section playing wth q 
% 1eI occasionally out what lap- P. _, The story came out all the Toledo symphony orchestr: +3. 
—~ pened to the page that used to right because the gal is getting a if ever » ‘man in a composing ac 
NX Carry all three? I MISS IT! pair of shoes. tie . f his y 
~~ | How about putting them back? viata deserved - quart “ = re A 
AY They contained a lot of construc Ped we think there is a man in Tol 
; ns - ni = wy _ . oose 
= tive and instructive ideas. Pyrene Sells Sellers “ay gone na to be = ! - 
*henley warehouse. " 
m& ? 0 7] N M c H | G A N AV E N TT E , c H | c A G 0 HerB WALTON, To the Editor: Manufacturers |” letersi cia ; n 
| % . | Advertising Designer, Pitts- are often so busy searching for C. A. Ray, it 
burgh. new markets that they neglect Director of Advertising, T! ol 
[Editor’s Note: “You Ought to their own backyard. Maico Company, Inc., Minn¢ . 


| Know,” “The Pay-Off,” and other 


Based on this theory, we did the 


apolis. 
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Tucker Gets .5% 
of Survey Votes 
as ‘Finest Car’ 


Boston — Three of the 602 re- 
spondents to the question, “What 
make of car do you believe to be 
the finest?” named Tucker, the 
car which has not yet seen a sales- 
room floor, in a recent Atlantic 
Monthly automobile survey. 

Of the 602 replying to that 
question, 43% gave the nod to 
Cadillac, with Buick (12%) sec- 
ond, and Lincoln, Packard and 
Chrysler trailing in that order, 
but .5% chose a car which they 
had only heard about through ad- 
vertising and news reports. 

The survey questionnaire was 
sent to 1,544 Atlantic subscribers 
picked at random, alphabetically, 
in the same ratio as Atlantic sub- 
scribers per letter of the alphabet. 
Questionnaires returned numbered 
51.1%, or 789. 

When asked “What make(s) of 
car(s) do you own?”’, 17% replied 
Ford, Buick drew 14%, and Chev- 
rolet 13%. In all, 46% reported 
ownership of a General Motors 
product and 23% a Ford product, 
Chrysler brands drew 20%, and 
independents 11%. 


Buick First Choice 


Thirty-five per cent of the re- 
spondents declared that they in- 
tended 
within the next 12 months, 
3% 
used car. 

First choice of prospective car 
buyers was Buick with 17%, then 
Ford and Chevrolet, tied with 
11%, and Plymouth, Oldsmobile 
and Cadillac in the order named. 
The General Motors group claimed 
50% of the prospective buyers, 
Chrysler 23%, Ford 16% and in- 
dependents 11%. 

The sedan was the most popular 
body type with 70% of the men- 
tions, the coupe style next with 
19%, convertible 8%, and station 
wagons the remaining 3%. 

The survey was made during 
September and October, 1947, and 
covered 41 states. 


and 


Offers Course on 
Business Papers 


CuIcaco—A course in the “Prac- 
tice of Business Paper Publishing” 


} will be offered jointly by North- 


j western University and Associated | 
| Business Papers; 


Inc., beginning 
Feb. 3. 
Six main divisions of the busi- 


ness paper publishing field—ad- | 


ministration, cost control, edi-| 


torial, production, circulation and | 
| advertising—will be covered, with | 
|} four class sessions on each topic. 


The four classes on each divi- 


to purchase a new car} 


said that they would buy a 


Change Rates in Norway | 


Price control authorities in Nor- | 
‘| way have authorized increases of | 
|from 8 to 40% in advertising rates | 
‘of newspapers. Rates of Oslo 
|papers are expected to rise about 
10%. 


D-F-S Names McDonald 


Robert McDonald, formerly pro- | 
gram director of the Miller’s Na- | 
tional Federation, has been ap- 
pointed an account executive in 
the Chicago office of Dancer-Fitz- | 
gerald-Sample. 


Oregon Admen Elect 


The Oregon Advertising Club has 
elected James Mount, advertising 
and sales director of Station KXL, 
president. Jack Matlack, 1947 | 
president, will serve next year as 
chairman of the board. 


Hobe Cie Ups Bergida 


Lois Bergida, fashion consultant 
of Hobe Cie Ltd., New York, 
jewelry designer, has been ap-| 
pointed public relations and ad-| 
vertising director of the company. 


| tions’ 


| first time by Fawcett, 


Use of Cosmetics, 
Drugs Reported 


by Fawcett Unit 


New YorK — Fawcett Publica- 
research department has 


|completed two brand preference 
|studies—one of its women read- 


ers’ buying of cosmetics and the 


other a “Medicine Chest Inven- 
tory.” 
The latter, conducted for the 


is based on 
more than 1,000 replies to a ques- 
tionnaire sent to readers of its 
Motion Picture, Movie Story and | 


True Confessions group. | 


The report on cosmetics shows | 
a decline in use of most items) 
since 1946. Slightly less than two- 
‘thirds said they used a make-up or | 
powder foundation base in the fall | 


of ’47, against 172.3% 

earlier. Rouge users dropped) 
i\from 67% to 20.4%; face powder | 
use was off from 91% to 88.6% ; | 
98.7% used lipstick in 
periods (44.5% 


/covers a long list of items, show- 


a year|eStablished at the Merchandise 


both | the complete Hotpoint all-electric 
used blue-red | kitchen, as well as individual dis- 
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|plays of separate products. It will 

be shown to dealers, as well as 
store representatives, at the Fur- 
niture Mart show which opens 
Jan. 5 for two weeks. 


shade), etc. 

The medicine chest inventory 
ing the percentage having the 
item on hand, which brands lead 
and where purchase was made. 
Some of these, the per cent stock- Names Martin Agency 
ing them, and the leading brand,| George Homer Martin Associ- 
include: |ates, Newark, has been retained to 


Vitamins, 34.6% (One-A-Day); handle the advertising of Poly- 
liquid antiseptics for cuts, 90.4% technic Research & Development 
“Iodine”) : 1 ti ti pt Company, Brooklyn. Business pa- 
(“Iodine”); salve antiseptics for pers and direct mail will be used. 
cuts, 54.8% (Vaseline); aspirin, 
82.5% (Bayer); tooth paste, 86.7% 
(Colgate); tooth powder, 45.1% 
(Dr. Lyon’s). 


== 
EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


-@® THE LEADING WEEKLY @D 


for marine insurance companies, 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


‘Hotpoint Opens New 
Display at Mart 


Hotpoint, Inc., Chicago, has | 
opened a permanent display in me 
Furniture Mart, Chicago, aug- 
menting displays it has sirunay | 


Mart, with the new booths to be 
manned by 30 factory and field 
representatives. 

The new display will feature | 
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} Sion will consist of one lecture} 


and three seminars on Tuesday 


and Thursday evenings, conducted | 


by authorities 


in the business | 


paper publishing field and mem-| 
) bers of the Northwestern Univer-| 


sity faculty. 
: ae fee for the entire course 
s $30, or $15 for the six lectures | 


only. The four classes on any one | 


topic may be attended for $10. 

Tne ABP Chicago Educational | 

Committee, Room 2324, 333 N. | 

Michigan Ave., Chicago 1, is in| 
arge of arrangements. 


Fitzmorris Joins S&M 
‘harles C. Fitzmorris Jr., 


D: 


for- | 
‘ly an account executive with | 
cer-Fitzgerald-Sample in Chi- | 


Caco, has joined Sherman & Mar- | 
Guette, Chicago, as account execu- | 
on the Quaker Oats Company | 


account. 


Amvets Elect Keller 
Jonald E. Keller of J. B. Wood- 
Word, Ine. was elected com- 


: nder of the Chicago Advertis- | 


Post of the American Veterans 
ot World War II, rather than John 
Hughes of the same company, as 
revorted by AA last week. 


A 

PROVEN 
WORCESTER 
FORMULA 


oiling = 


For months, Filene’s Worcester store has been in the 
process of a huge building expansion. With construction still 
underway, this store first advertised an “X-pansion Sale” in 


the Sunday Telegram for the following week. On Monday, 
opening day of the sale, 14,197 adults came to shop, well 
over four times the normal Monday flow of business, a 400% 
increase in store traffic. 

Worcester again proves its receptiveness — a market that. 
responds with motion to your promotion, and one which is 
effectively covered by the Worcester Telegram-Gazette, with 
a daily circulation in excess of 140,000, and over 100,000 
on Sunday. 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE F BooTH Pubishern- 


“MOLONEY, REGAN & SCHMITT, INC, NATIONAL REPRESENTATIVES. 


OWNERS of RADIO STATION WTAG 
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Agency Changes Name 
H. C. Mulberger, inc., Milwau- 

kee agency, has changed its name | 

to Mathisson & Associates. 


THE 
STA 


| 
| 


| 


Georgia Governor 


Got Most Gags 


New YorK—Princess Eliza- 
beth’s wedding and the search for 
Miss Hush were favorite targets 
for comedy last year, but Georgia’s 
governors took the worse beating 
from the humor making trade. 


The National Laugh Week | 


Foundation, making its year-end 


report, listed the most abused | 
laugh-line events of 1947 for 
radio, cartoons and magazines. 


Richard, the guy who never got 
around to opening the door, eased 
out the Leo Durocher - Laraine 
Day affair for second place. 


Other events of which the gag- 


sters made frequent use: 


| vitamin division 
|of Hoffmann-La Roche, Inc., Nut- 
| ley, 
| years of service. Prior to joining 
‘the vitamin division, he was head 
|of the New York office and before | 
‘that was head of the company’s 


saucers, Senate _ investigations, 
Hughes, Myers, Reds, et al, “The 
Jolson Story,” and Fred Allen’s 
battle with NBC vice-presidents. 

Brooklyn and Petrillo seem to 
be on their way to becoming time- 
less as giggle inspiring words; 
both were good for laughs this 
year and last. 


A. W. Larson Retires 


A. W. Larson, in charge of the 
in Los Angeles 


N. J., has retired after 20 


Washington office. He has also 


“The | been sales manager of the com- 
Best Years of Our Lives,” flying | pany. 


Advertising Age, December 29, 1947 


‘March of Time’ 
Film Shows PR 
on Public's Side 


Cuicaco—‘‘Public Relations .. . | 


This Means You,” the new “March 
of Time” film, is not perfect. 
It has many good points, how- 


ever, and gives an impression that | 


public relations men uniformly 
advise their clients to act in the 
public interest. This, along with 
a testimonial by Secretary of 
Commerce W. Averell Harriman, 
should convince most of the 30,- 


000,000 who see the film that pub- | 
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Benage Dairy, processing 


milk daily, fostered the milk improvement 
program that is increasing Ozark farm in- 
come at an outstanding rate. 


The new Donald Implement building is apace 
with progress in Lebanon, a hill city that 
has a 24-hour lighted airport . .. a major 
point on coast-to-coast Skyway No. 1. 


“1 know how much the 


practices on Laclede county dairy farms 
have helped my business,” says feedman 
Max Turk. “It’s easy to realize how Mis- 
Ruralist has been influential—it is 


souri 
progressive, too.” 
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THE OZARKS 


AT LEBANON, MISSOURI, in the famed Ozark hill 
country, Bossy, the cow, is making hay with the region’s 
rural economy. 


APPER PUBLICATIONS, INC. advertising offices ore in New York, Chicoge 
Son Francisco, Konsos City, ond Topeka, Konsos. Editoriol office: FAYETTE, MISSOURI 


a GRADE A 
MILK PLANT 


J 
GRADE A 


MILK PLANT 


Bossy has changed Ozarkia into a factory-sized r7:0- 
ducer of Grade “A” milk that is putting dollars in Lac:sde 
county farm pocketbooks and new items of merchandise 
into the homes and buildings of Laclede county farms. 
This is the way agriculture is progressing in Missouri. 
The dealers in Lebanon, Laclede county seat, know that. 
These dealers also know of the influence which the pro- 
gressive Missouri state farm paper, Missouri Ruralist, 
exerts on brand preference. 


In the Lebanon trading area, as in every important farm 
trading area of Missouri, the established, consistent 
editorial policy of Missouri Ruralist makes it an un- 
equaled influence in buying, farming and living. 
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lic relations people do a wor'h 
while job. 

The film stresses that much 
opinion polling is done by public 
relations organizations and that 
top industry executives are guided 
in their policies by public relations 
counsel. However, the film igs 
more about publicity than public 
relations. 


Ivy Lee Pictured 


It opens by saying that indus- 
tries survive and thrive by con- 
sent of the public and thus must 
be explained to the public. There 
is a short sequence on John DP. 
|Rockefeller explaining how Ivy 
Lee publicized him, and even a 
shot of the late Mr. Lee telling 
how Mr. Rockefeller came to em- 
ploy him. 

Next follow pictures of some 
leading public relations counselors, 
each more or less in deep thought 
at his desk. Among them are 
Pendleton Dudley, Benjamin Son- 
nenberg, Earl Newsom, Edward L. 
Bernays, T. J. Ross, John Hill and 
Albin Dearing. 

Main sequence of the “March of 
Time” show concerns Mr. Dear- 
ing’s efforts to publicize Aspen, 
'Colo., as a winter resort for Wal- 
_ter Paepcke, Container Corpora- 
tion’s chairman. 

This part begins with a phone 
‘call from Pxepcke. The staccato 
/conversation goes something like 
this: 

Mr. Paepcke: “I want to put a 
little town in Colorado on the map. 
Can you help me?” 


Mr. Dearing: “Yes, I guess I 
can.” 

Mr. Paepcke: “What’ll that cost 
| me?” 
| Mr. Dearing: “Oh, about $25,- 
| 000.” ‘ 
| Mr. Paepcke: “Okay.” 
| Mr. Dearing: “I'll get right on 


it.” And to his secretary, “Get me 
'a train reservation to Denver.” 


Shows Party Duties 


After surveying Aspen person- 

‘ally, Mr. Dearing soon is ready 
'with his plans. Key of the plan 
‘is to bring a trainload of maga- 
zine and newspaper people from 
the East to Aspen for an all-ex- 
penses-paid week. Oddly, Mr. 
Dearing is shown having his pic- 
‘ture often taken with notables 
who attend the resort opening—a 
practice to which public relations 
-men have never been addicted. 
The newsmen, the film shows, 
spend the week never far from the 
bar except when getting ideas for 
‘their leads from Mr. Dearing. 
Afterward, Mr. Dearing is shown 
‘with his staff huddled over a 
| scrapbook of clippings, a not un- 
likely scene.for the profession. 
_ Also shown in the film, briefly, 
‘are shots indicating how public 
‘relations men buttonhole clients 
/at cocktail parties to dissuade 
‘them from making certain 
/speeches, how the National Safety 
Council enlists aid ranging from 
|Boy Scouts to plant foremen, how 
|the military forces carefully 
/handled their own public relations 
‘during the war, and the like. 


Perfect Circle Shifts 


Arthur Hopkins, regional man- 
ager in the northeastern states, 
has been appointed assistant sales 
manager of Perfect Circle Corpo- 
ration, Hagerstown, Ind. He will 
be responsible for much of the 
field work.. Gordon Murry will 
remain as assistant sales manage’, 
confining his activities to the i''- 
side operations of the sales sta‘!. 
Kenneth Sloane, district manager 
in New York City, has been 
named to succeed Mr. Hopkins °s 
regional manager. 


Reichner to Buchanan 


Morgan S. A. Reichner, recent'y 
a vice-president of Abbott Kim- 
ball Company, New York, and be- 
fore the war head of Morg:" 
Reichner & Co., has joined Bu- 
chanan & Co., New York, as 4 
vice-president and plans board 
member. 
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HOTOGRAPHIC 
REVIEW 


ANIMATION — Harvey's department 

store, Nashville, flashes its slogan in 

continucus animation in this new spec- 

tacular. It works like a sunburst in re- 

verse, starting with the smallest letters 

and changing color as the message 
moves forward. 
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COPYWRITER WINS ART AWARD—Jim Chichester (second from right), copy- 
writer of McCann-Erickson, won top honors for the second consecutive year in 
the annual art contest for New York employes. His entry is shown in the center. 
Others in the picture are Art Director Nils Berg, second prize winner; L. S. 
Briggs, vice-president and general manager of eastern operations, who made 
the presentation, and third prize winner John MacEvoy of the studio staff. 


FELICITATIONS—Lute Siegfried (left), 

of Curtis Publishing Co., congratulates 

F. A. Hiter, senior vice-president of 

Stewart-Warner Corp., Chicago, at an 

open house celebrating the company’s 
35th anniversary. 


FUN FOR FANS—Milwaukee Industrial Marketers members had an opportunity 

to experiment with studio models and lighting at their December meeting, held 

at Pohlman Studios. Discussions on new photographic equipment and techniques 
preceded demonstrations of studio practice. 


IT'S A BANDAGE—This is the first of a now series for Carrier Corp., to run in 

January issues of megezines and business papers. So! Mednick worked with 

N. W. Ayer & Son's art department in piecing the bandage, scissors, etc., on 
sensitized paper for varying lengths of time. No camera was used. 


NEW AFA AFFILIATE—Board members of the newly organized Fort Wayne Advertising Club are (left to right, first row): 

Paul Mills, Station WOWO; Chester Leopold, Wolf & Dessauer; William A. Didier, William A. Didier & Sons, and John F. 

Bonsib, Bonsib Advertising Agency. Back row: Merrill Johnson, Fort Wayne News-Sentinel; Harold Cothrell, Fort Wayne 

National Bank; Frank Dunigan, Brinkman Corp.; D. Armond Gemmer, Gemmer & Associates, and John Richardson, Allied 
Mills. Officers of the new club will be elected at its January meeting. 


oe 


GETS EIA MEMENTO—William H. Collins (center), who resigned as president 
of the Eastern Industrial Advertisers, Philadelphia NIAA chapter, on becoming 
advertising director of Dravo Corp., Pittsburgh, is given a remembrance port- 
folio in appreciation of his two-term service as head of the group. Making the 
presentation is S. J. Daly, of Du Pont, who moves up from the vice-presidency, 

and at the left is W. D. Molitor, sales director of Edward Stern & Co. 


a 


b 
YACHT PARTY—At commissioning ceremonies for the 168-ft. luxury yacht 
Sotavento,” built by Higgins, Inc., New Orleans, for President Miguel Aleman 
of Mexico are (left to fight) Andrew J. Higgins Jr., vice-president, Higgins, 


Inc.: Marshall Hurt, vice-president; Bauerlein Advertising Agency; Eric Lambart, 
American Magazine, Chicago, and Bert McElfresh, New York Sun. 


‘TIMES’ MEN IN DETROIT—Speakers and hosts at the New York Times’ annual luncheon for Detroit business executives sat 

for a picture preceding the event at the Recess Club. Left to right, seated: Max Falk, national advertising manager; Foster 

Hailey, editorial staff; Orvil Dryfoos, assistant to the publisher; James Reston, diplomatic correspondent, and Mon- 

roe Green, advertising manager. Back row: R. M. Cleveland, industrial advertising manager; Ted Etter, Detroit office: F. B. 
Etter, manager, Detroit office; Charles A. Miller, Detroit office, and Bert Pierce, automobile editor. 
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New Effort to 
Boost Postage 


Ne 


Advertising Age, December 29, 13 


organization and efficiency, it is | 
believed that there will be a new | 
effort when Congress reconvenes | 
to force a vote on the $110,000,000 


CORPORATE SALES, 


i 


1935-1939=100 


DIVIDE NDS, AND WAGES 


rate bill currently tied up in the 
House rules committee. | 


Staff investigations during the | 4 
: summer have suggested a number | 300 rg 
a es | e y of ways to reduce costs through | Fi 
organizational changes and in- | - teers oS 
creased mechanization. However, | * 
Measure Stalled Chairman Ed Rees (R., Kan.) is i oS s 
Now, But Vote pictured at this point as convinced | | 200— —— 
° that adjustments could hardly / 

Will Be Sought keep pace with the added expense Y - 
- . i facing the department. — a 
ASHINGTON — Two weeks o mm DIVIDENDS 

hearings during the special con-| Deficit at $260,000,000 ~ Torsone tT |) 


The deficit for 1947 amounts to 
$260,000,000, up slightly from the 
previous year. In the offing is 
the practical certainty of postal pay 
increases which may add $200,- 


gressional session indicated that, 
members of the House post office | 
and civil service committee are) 
still thinking in terms of early in- | 
creases in postage rates to meet) 


Nabe 


- 


mounting departmental deficits. 
Though nearly a score of sub- 
groups are currently looking into 


various aspects of departmental 


America’s most 


modern 
typographic 


service 


MONSEN-CHICAGO. 


MONSEN-LOS ANGELES 


928 South Figueroa Street 


24 pg. book 
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for selling 


ACTION 


3500 


"QUALITY NEON AND* FLUORESCENT 


NEON AVENUE 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 


pape teers oe 


Read the exciting story of ‘big time’’ merchandising at 
point of sale and how you can build maximum sales 
with Brand Identification Signs. 


SIGNS iN QUANTITY" 


000,000 to costs. In addition, peti- | 


tions from railroads and airlines 
for increased rates could cost well 
over $100,000,000. 

Hearings during the special ses- 
sion demonstrated once again that 
the committee is hard put to find 
a way out of the difficulty. One 
group under Rep. Katherine St. 
George (R., N. Y.) explored a 
plan to push rate-making re- 
sponsibility off on a board within 
'the Post Office. 

Mail users joined Postmaster 
General Jesse Donaldson in fight- 
ing this idea. Users want rate- 
making responsibility left where 
it is—with the same members of 
Congress who write postal pay 
bills and costly service expan- 
sions. Mr. Donaldson wants no 
responsibility for rate - making 
while Congress is in a position to 
boost his overhead. 


Confused Over ‘Losses’ 


Committee members confess that 
15 days of rate hearings 
spring left them completely con- 


ob 
hee 30 sl 2?]lU CUCU MBM USCU MKC 


| 
| 


38 309 40 4) 42 43 44 45 46 47 
--- Cleveland Trust Company 


} 
| 


lines, and services to government 
pagenctes. 


Cites ‘Policy’ Functions 


| In an initial appearance before 
the committee Dec. 11, Postmaster 
|General Donaldson conceded that 
| the Post Office is required to carry 
out many functions related to 
“policy” of the over-all govern- 
| ment. 

At that time, he observed that 
two postmaster generals had re- 


'fused to set up rural mail service | 


even after the authority had been 
supplied by Congress. He cited 
more-than-necessary mail pay- 
ments to airlines as another ex- 
ample of the “policy” functions 
| the department carries out. 

| Mr. Donaldson suggested a new 
|bookkeeping adjustment which 
would segregate “subsidy” parts 


fice operating costs. Mail users 


‘Printers’ Ink’ 
Adds 2 Volumes 
to ‘PI’ Bookshelf 


New York — A “Refresher 
Course in Advertising, Selling and 
Merchandising,” and a volume en- 
titled “Attention and Interest Fac- 
tors in Advertising” are two of 
the latest additions to the Printers’ 
| Ink Business Bookshelf. 
| The “Refresher Course,” pre- 
pared by the publication’s staff, is 
based on a series of articles, which 
have been running in Printers’ 
Ink, summarizing the facts and ex- 
'periences of the staff regarding 
‘some 43 different marketing de- 
_vices which have been used suc- 
icessfully by advertisers. 
Ranging from chapters on cre- 


last | of airline rates from the Post Of-|ating and following up prospects 


‘for a product, through contests, 


fused about the cause and cure of approve this change, and suggest| premiums and a variety of miscel- 


| postal deficits. 


Almost to a man,|that the technique be expanded | laneous 


merchandising devices, 


|mail users questioned the validity so that services to government | the volume presents a_ concise 
of departmental bookkeeping agencies and similar items are| commentary on the lessons which 
which traces losses largely to sec- credited to the department and | advertisers have spent fortunes to 


(ond class and other special serv-| removed from the deficit. 

| ices. Magazine publishers appearing 
| The department claims that it| before the St. George subcommit- 
“makes money” on first class mail| tee renewed demands for a study 
|and loses on everything else. The|of the department by industrial 
| 1947 report will charge $160,000,- | engineers. 

|000 against second class; $74,- 

/000,000 against third class (direct | 
‘mail advertising); $48,500,000 | 


\against parcel post, and hans! F. D. Pratt, spokesman for the 
| $15,000,000 ezainst airmail, it | National Association of Magazine 


Publishers, told how rigid pro- 
“ ” | 
fan first class “made” $133,000,- cedures at the Post Office drove 


Mail users argue, however that | PUlx magazine shipments to other 


| distributi 7] 
| these cost allotments are highly oa 


: Magazine publishers told com- 
arbitrary, and that most of the! nittee members that an advisory 
department’s capital costs would 


if the 1 f /committee of mail users and pos- 
es " st gages ‘tal officials ought to be organized 
services were not rendered. Inj, help responsible members of 


that case, they say, these expenses | Post Offi * 


first class—and there would be no} 
first class “profit.” 
Mail users argued—effectively— 


| that rate increases would result in| .evenue from parcel post; $13,- 


|smaller volume and bigger defi-| 509 999 from direct mail advertis- 
cits. By the time hearings ended, | ing matter; $8,200,000 from pub- 
some users were arguing that the lishers’ second class and about 


committees ought to reduce rates, | : ‘ 
— ~? | $33,000,000 from special delivery, 
|to see if the Post Office couldn’t| insured, C.O.D., registered mail, 


lf , 
|find some new revenue sources. money orders and other services. 


Advisory Group Urged 


|/pending in the House rules com- 
mittee aims at $42,900,000 of new 


Criticizes ‘Social’ Functions 


| At hearings before the St. 
|George subcommittee Dec. 18, Dr. . or 
Lewis Sorrell, spokesman for the| Gets Trip to Britain 
National Council of Business Mail A round trip to Great Britain 
Users, took the position that pos- | on the Canadian Pacific liner 
tal costs balloon way out of pro-| “Empress of Canada” or $1,000 in 
portion because of “social” func- | Cash will be awarded to the win- 
tions which Congress heaps on the | [& of the Zubes contest, which 
department. |consists of guessing the number of 
“age oe , |Zubes cough lozenges that Cana- 
His suggestion to the committee | qians will use between April 1, 
contemplated a “credit” for the| 1947, and March 31, 1948. Zubes 
uneconomic services which the de- | are manufactured by F. W. Hamp- 
partment is required to perform. 'shire & Co., Derby, England, with 
He felt that mail users ought to| Better Proprietaries Ltd., as sole 
bear remaining costs after this|@gent in the Dominion. 
\“credit” is allowed. The contest, which opens Jan. 1 


Zubes Contest Winner 


The Rees bill (HR 3519) now} 


Among the items which enter 
into such a credit might be the 
rural mail service, which “loses” 
approximately $150,000,000 a year, 
subsidies for steamship and air- 


land ends March 20, will be pro- 
moted in metropolitan dailies, na- 
tional weekend papers, national 
magazines and car cards. McKim 
Advertising, Montreal, is the 
| agency. 


‘learn. 
Based on Magazine Ads 


In his volume on “Attention and 
\Interest Factors in Advertising,” 
‘Harold J. Rudolph discusses such 
perennial problems as the effec- 
tiveness of negative appeal, 
|whether two and four-color ad- 
|vertisements justify. the extra 
cost, humor and readership, and 
| whether one page is as effective as 
| two half-pages. 

| The study is based on an an- 
‘alysis of 2,500 national magazine 
|advertisements made during 1939 
‘and 1940, while Mr. Rudolph was 
director of copy and research for 
|J. Sterling Getchell, Inc., New 
| York. 

| Both books are published by 
‘Funk & Wagnalls Company, the 
'‘Refresher Course” at $4, and 
“Attention and Interest Factors” 
‘at $7.50. 


Conover-Mast Elects 


Officers and Directors 


B. P. Mast Sr., formerly vice- 
president and director, has been 
elected chairman of the board of 
Conover-Mast Publications, New 
York. Harvey Conover is pre>!- 
dent. The following have been 
elected vice-presidents and direc- 
tors: E. M. Stanley, busin¢ ss 
manager of Mill & Factory; 
Frank Jobson, business manag:r 
of Liquor Store & Dispense’; 
A. M. Morse Jr., manager of Pu’- 
chasing Magazine; Joseph Mo! 
business manager of Aviatu 
Maintenance & Operations, a! 
Lloyd Willoughby, western ma 
ager. Gilbert Ferris has been 4)'- 
pointed secretary and a direct 


AMA Group to Meet 


The winter meeting of the co! - 
mittee on teaching advertising 
the American Marketing Assoc) ‘- 
|tion will be held Dec. 29 in Ch'- 
|cago. One of the main topics 'P 
'for committee consideration ‘5 
|radio advertising courses. 
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spend nearly $10),000. 000 for food 
And with all the emphases they pur = thar kind of © marker a: 6 pro mame 
on health and beauty, chew drug sore cont of $597 « page. That's all « cons 
\ bul! amouncs to $15,000,000 in Redbook, Califor. Bemer put 
Here are 172,515 famises who buy = on your bat. 


re “= REDBOOK. U.S.A! \¢ } 


Some fo he Read bewed Siete by Siete 
Write or phone Readbeck, 130 Port Aveuns, Now Yor’ 17, New York. 


The shadow of a man still stands 
in REDBOOK, U.S. A. — 


The shadow of a man still stands behind 
every woman who buys in the 1,800,000 
Redbook homes from Connecticut to 
California. And the majority of these 
young, open-handed purchasing agents 
are under 35 years of age. 

But the man is more than a shadow, 
according to a study of 998 advertise- 


ments reported by Daniel Starch. The 


“ame REDBOOK US.A! 


cost of thorough reading of Redbook 
advertising by both men and women in 
black and white pages, two color pages 
and four color pages is from 8% to 
50% lower than that of any publication 
in its class. 

That’s why so much smart advertis- 


ing money is going into Redbook. 


Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Avenue, New York 22, New York. 


IT TAKES TWO TO MAKE A 
BARGAIN! 


And what a bargain it is! You can tell your 
story to the young, free-spending Redbook 
couples in black and white pages at a cost of 
61¢ for each million dollars of buying power 
covered. And you 
know they're read- 


ing your message! 
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How Rising Educational _ 


| (shown in chart 1) of high school | 


Levels Change Marketing 


U. S. Figures Explode 
the 'Great Unlearned' 
Myth of Copywriters — 


In a sense, James D. Woolf, re- 
tired vice-president of J. Walter 
Thompson Company, and famed 
copywriter, started all this. In his 


|“Salesense in Advertising” discus- 


By ARNO H. JOHNSON 
Director of Media and Research 
J. Walter Thompson Company 


The recently released survey of | 


the Census Bureau on the educa- | 
tional attainment of our popula- | 
tion as of 1947* effectively ex-| 
plodes one of the most persistent | 
myths in advertising —that the 
average adult American has the 
intellect of a 12 to 14 year old 
and must be appealed to in copy | 
of that caliber. | 

Like many myths, this one ap- | 
parently had some historical basis | 
of fact. Thirty years ago, during | 
World War I, the average educa- | 
tional attainment of adults, both | 
men and women, fell in the grade | 
school level. But marketing fac- | 
tors change rapidly and none has | 
greater significance than the, 
change in the educational level of | 
our population—a change particu- | 
larly pronounced even smice the) 
Census of 1940. 

At the start of World War I less 
than 7% of our adult population 
had a four year high school edu- 
cation and only 250,000 persons 
were graduating from high school 
annually. Now we are adding five 
times as many high school gradu- 
ates annually (about 1,250,000), | 
and in 1948 approximately 37% 
of our adults will be high school | 
graduates or better, while another | 
17% will have had one to three| 
years high school. In other words, | 
54% of American adults will have | 
gone beyond the levels of grade 
school or junior high school in| 
their formal schooling. 


Has High School Background | 


The typical 1948 man or woman, | 
20 years of age or older, will have 
experienced at least two years of 
high school. This means that the 
average adult prospect for the sale 
of goods or services probably has 
mastered—or at least attacked— | 
one or two years of Latin, French, | 
or other languages; two years of 


*Bureau of the Census, Nov. 14 
1947, Series P-20, No. 6. 


sion in the Nov. 
17 issue of Ap- 
VERTISING AGE, 
Mr. Woolf 
reached into his 
memory and 
came up with 
the well-remem- 
bered maxim 
that “only two 


: 


an education be- 
yond sixth 
grade.” Mr. Woolf was promptly 
taken to task by a reader, who 
quoted official 1940 Census figures 
to prove his point. And now—in- 
dependently but with extraordi- 
narily good timing — Arno John- 
son analyzes a brand-new Census 
study to show that the myth of 
the uneducated American must 
now be dropped forever. 


Arno Johnson 


algebra, some general science, so- 
cial science, history, government 
or home economics and at least one 
year of biology, physics or chem- 
istry. And the two years of high 
school English probably required 
familiarity with the Odyssey, Ivan- 
hoe, Silas Marner and _ various 
classics not easily read or under- 
stood by morons. 


4 p 1940 Census % Of 1947* % Of % Increase 
Beyond this formal schooling (April) Total (April) Total 1947 vs. 1940 
most adults have had increasing etal Population 20 Years and Over.. 86,363,671 100 94,326,000 100 - 
: ears o hool Completed 
exposure to further education College Graduates—4 or More Years 3,792,277 4 4,716,000 5 24 
through reading, radio and movies College—1 to 3 Years........... 5,131,522 b 6,691,000 1 30 
as well as through the expanded | Total With Some College.......... 8,923,799 10 11,407,000 12 28 


facilities for adult education and 


correspondence school or extension | 
| courses. 


Service in our 
forces in World War II added sub- 
stantially to the education achieve- 
ment of the 14,000,000 or more 
veterans during their period of 


service and the G.I. educational | 
benefits will add many millions of | 
school years to the aggregate edu- 


cation of our population. 


How Education Has Changed 


To be specific in visualizing and | 


appreciating the startling changes 


out of 10 Ameri- | 
cans past 25 have | 


armed | 


High School Graduates’ Share 
of Total Adult Population 


that have taken place in the edu- | 
cational characteristics of our pop- | 
ulation note the comparison) 


'graduates in the adult population 
now as contrasted with the condi- 
tion after World War I when the 
myth of our average low level of 
|intelligence was started. In 1920 
|there were only about 4,623,000 
| high school graduates in our adult 


population—in 1948 the estimated | 
|total of 35,675,000 will be about | 


|eight times as large. 
The Census _ survey, 
Nov. 14, 1947, shows that even 


since 1940 the educational level of 


our population has jumped signifi- 
cantly higher. 
|In this seven-year period alone the 


‘in 1940 to 33,052,000 in 1947—an 
| increase of 43%. 

with some high school education 
(one or more years) represented 


only 43% of the adult population, | 
/hence over half our adults had not | 


reached high school. The average 
in 1940, therefore, still was typified 
|by people with only grade school 
j}achievement in terms of formal 
|/education. In 1947, on the other 
‘hand, the 49,446,000 adults with 
some high school education repre- 
sented 52% of all adults. The 
median average level of formal 
/education as of 1947 fell in the 
|second year of high school. To this 


recognized formal education) living which are made possible by 


released | 


(See Exhibit 2.) | 
;/number of high school graduates | 


in the adult population jumped. 
nearly 10,000,000 from 23,141,883 | 


In 1940 the 36,996,317 adults | 
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Years of School Completed 


College—4 or more years 


College—1 to 3 years 


High School—4 years 


High School—1 to 3 years 


Grade School—7 to 8 years 


Grade Schooi—5 to 6 years 


Grade School—1 to 4 years 


No school $473 


How Education Affects 


Earning Capacity 


Median Wage or Salary Income in 1939* 


$585 


*Native white males 25 to 64 years old, non farm. 
Source: Bureau of the Census—Series P-46, No. 5, June 18, 1946. 


$2046 


2165S) 


71454 


$1274 


$1104 


$818 


magazines and newspapers result- 
/ing in substantially increased cir- 
| culation since 1940 in spite of price 
|increases ranging up to as high 
as three times the prewar price. 
The change in educational level 
can have profound influence on 
'the acceptance of, or insistence on, 
the new and higher standards of 


High School—4 Years 


Total High School Graduates...... 
High School—1 to 3 Years........ 


Total With Some High School..... 


Total With Some College.......... 
High School—4 Years.............. 


Total High School Graduates...... 
High School—1 to 3 Years........ 


Total With Some High School..... 


Total With Some College 
High School—4 Years............. 


Total High School Graduates...... 
High School—1 to 3 Years........ 


Total With Some High School...... 


*1947 Civilian Population Only. 
1947 (Series P-20, No. 6). 


How U. S. Educational Level 
Has Advanced Since 1940 


14,218,084 17 


23, 141,883 21 
13,854,434 16 


36,996,317 43 


Men—Total 20 Years and Over... ... 43,155,479 


100 100 1 

Years of Schoo! Completed 
College Graduates—4 or More Years 2,220,856 5 2,588,000 6 17 
College—1 to 3 Years...... .... 2,370,567 6 3,184,000 1 34 


4,591,423 11 
6,126,380 14 


10,717,803 25 
6,649,576 15 


17,367,379 40 


Women—Total 20 Years and Over.... 43,208,192 


100 100 12 

Years of School Completed 
College Graduates—4 or More Years 1,571,421 4 2,128,000 4 35 
College—1 to 3 Years............ 2,760,955 6 3,507,000 1 27 


4,332,376 10 
8,091,704 19 


12,424,080 
7,204,858 17 


19,628,938 46 


Based on U. S. 


21,645,000 23 52 


33, 052,000 30a 
16,394,000 17 18 


49,446,000 52 34 


46, 136,000 


5,772,000 13 26 
9,345,000 20 53 


15,117,000 33 41 
8,075,000 17 21 


23,192,000 50 34 


48,190,000 


5,635,000 11 30 
12,300,000 26 52 


29 17,935,000 37 aL 
8,319,000 17 15 


26,254,000 54 34 


Bureau of the Census release of Nov. 14, 


achievement level there must be 
added the self education and ex- 
perience gained by adults in the 
years after school before judging 
the present real level of intelli- 
gence of the average American. 


Growth to Continue 


This rapid growth in the educa- 
tional level of our market for all 
goods and services will continue. 
From now on a very large pro- 
portion of those added each year 


to our adult population will be 
high school graduates. This is evi- 
denced by the Census report of 
: school enrollments as of April 
e485 at ~~ ae 1947 (issued Nov. 21, 1947—Series 
eit P-20, No. 7) which showed that 
Number of Per Cent of 81% of our population between 
Pesanlen* photog Posntation With 14 and 17 years old were enrolled 
20 Years 20 Years = 4 Years of High in school and that even in the ages 
be and Over ‘ __and Over School or Beyond of 18 and 19 years 28% still were 
bn vel agen} nyo an enrolled in schools or colleges. 
1940 (April) 86,364,000 23,141,000 21% The significance of this broad 
poi agi Ae sears oes eg He and accelerated movement upward 
in educational levels can hardly 
"1947 and 1948 Civilian Population Only. be overestimated. It explains in 
part the insistent demand for 


our increased national productiv- 
ity. It is absolutely necessary to 
our economy that we develop and 
maintain a demand for goods and 
services substantially above pre- 
war levels if we are to keep our 
present civilian labor force of 
over 60,000,000 people employed 
at good wages. The change in edu- 
cational levels is one of the favor- 
able factors that will help make 
possible this necessary rise in our 
over-all standards of living. 


Potential Market Enlarged 


Earning power and productivity 
in the past have shown a direct 
relationship with level of educa- 
tion. The 1940 Census proved this 
relationship when wage and sal- 
ary incomes of individuals for the 
year 1939 were related to the years 
of schoo! completed (this relation- 
ship is shown in Chart 3). Since, 
in the aggregate, productivity in 
the past was measured by com- 
pensation, this shows how an in- 
crease in the educational level 
since 1940 has, in itself, increased 


our potential national ability to 
produce and consume. 

In far too great a degree our 
sights and goals are still influenced 
by the conditions that existed in 
World War I or during the great 
depression or the ‘mature econ- 
omy” era of the ’30s. We have 
refused to look at the new oppor- 
tunities offered by changes that 
have taken place since 1940 in 
|many factors which affect market 
potentials. One of the myths that 
| must now be discredited is that of 
the 14 year old average intellect. 
Copywriters in particular would 
do well to study this change. 


| 


‘Columbia Adds 
Alaskan Affiliates 


CBS has added three affiliates 

|in Alaska, bringing its total to 174. 
|The stations are KFQD, Anchor- 
|}age, 5,000 watts; KINY, Juneau, 
/5,000 watts, and WTKN, Ketchi- 
/kan, 1,000 watts. 
Meanwhile, Columbia’s Charles- 
|ton, S. C., station, WCSC, is op- 
/erating on its new power of 5,000 
| watts fulltime. 


Appoints Sykes Agency 
Sykes Advertising, Inc., Pitts- 
burgh, has been named to direct 
the advertising of the American 
|Pad & Textile Company, Green- 
field, O., manufacturer of life 
|saving ‘equipment and_ textile 
'products for the sporting goods 
| field. National magazines, dealer 
'publications and direct mail will 
| be used. 
| 


To Abbott Kimball 


The Los Angeles office of Ab- 
bott Kimball Company has been 
named to handle the advertising 
\of Addie Masters, southern Cali- 
|fornia casual wear designer. Con- 
‘sumer advertising in fashion 
| magazines will be used for the 
first time, supplemented by 4 
‘trade campaign. 


| 


Promotes Shirts 


| The Williamston Shirt Com- 
pany, manufacturer of Citade! 
| shirts, will begin a campaign t0 
|promote its new spring line 0! 
|sport and dress shirts in Esquire. 
Look, Men’s Wear and Pic. Agenc) 
‘is Jim Henderson Advertising, 
Greenville, S. C. 


Strathmore Names Riggs 


Harry E. Riggs, sales manager 
and a member of the executive 
committee of Strathmore Paper 
Company, West Springfield, Mass. 
has been promoted to vice-pres!- 
dent in charge of sales and a dl- 
rector. 


Acquires Newsletter 

Haire Publishing Company, New 
York, has acquired the merchan- 
dising newsletter, “Californi4 
Highlights,” formerly produced 0 
Grace Katz. The feature wil! D¢ 
incorporated in the Haire me!- 
chandising publications. 
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Chain Store Heads Set NROG-CFDA Meet 


The 1948 combined annual con- 


See 48 Volume Up jeter ine Naan ies 
but Profits Down 


operative Food Distributors of 
/America will be held at the Con- 

New YorK—Leading chain store gress Hotel, Chicago, Jan. 25-28. 
operators forecast slimmer profit | 


margins for 1948, in spite of con- | . 
tinuing high dollar volume, ac. “Ppoints Deutsch & Shea 
Beam Products, Inc., Jersey 


cording to Canam Store Age. City, manufacturer of Beam silver 

Typical of comments sent to the tarnish preventive, has appoint- 
publication was the remark of 
Justin Dart, president of Rexall handle its advertising. 
Drug Company. “The outlook for 


ed Deutsch & Shea, New York, ta | 


To Lee-Murray Agency 
Flooromatic, Inc., Bronx, N. Y., 

| manufacturer of Flooromatic elec- 

tric waxers and Sure Dry indus- 


trial steam irons and generators, | 


has appointed Lee-Murray Ad- 
| vertising, New York, to handle its 
advertising. Trade _ publications, 
direct mail, dealer helps and dis- 
plays will be used. 


| Opens New Division 


The McBee Company, manu- 
'facturer of accounting systems and 


|equipment, has established a Pa- 
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garter belts; Edward Hyman Com- 
pany, maker of Medico profes- 
sional apparel; Honora Watch Im- 
porters, and Zada custom clothes. 


cific Coast division with headquar- 
ters in Los Angeles. E. R. Freed, 
formerly Chicago manager, has 
been appointed head of the new | 
division. 


Write for information on 


¢2 


Five Name Lander-Young 


Lander-Young Advertising 
Agency, Los Angeles, has been 
appointed to handle the advertis- | 
ing of J. A. Meyers Company, 
manufacturing jeweler; Shannon | 
Company, maker of Mary Jane! 


E-ST/K 


T.M.Reg. U.S. Pot. Off. 
Self-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP 
424 West 33rd Street, New York |, N.Y. 


business for the first few months | 
of next year,” he said, ‘‘seems to 
us to be fairly good. From all ap- | 
pearances, national income will 
remain high for at least the first 
half of 1948. 

“Labor costs,” he added, “will 
continue to be our most im- 
portant problem. We could ab-.| 
sorb successive wage increases as 
long as we had continuous in- 
creases in volume. Now that vol- 
ume has leveled off or gone be- | 
hind, it is impossible to absorb | 
further wage increases without 
decreasing profits.” 


°48 a Challenge 


“From all indications,’ said | 
Ralph A. Wenger, president of the 
Scott-Burr Stores Corporation, 
Chicago, “1948 variety store sales 
during at least the first half of 
the year can be as good as or 
better than those obtained in the 
similar period of 1947.” 

The year 1948 will be a chal- 
lenge, in the opinion of Robert D. 
Stecker, vice-president of Spiegel, 
Inc., Chicago. “From present in- 
dications,” he said, “dollar sales 
for the first quarter of 1948 should 
about equal those of a year ago, 
but unit sales may drop as much 
as 15%... 

“Gauging markets is of prime 
importance. Inventories must be 
adequate to customer needs, yet 
fluid enough to avoid severe losses 
should the market decline. .. The 
skill of the individual organiza- 
tion in combatting rising expenses 
will play a major part in meas- 
uring profits for the quarter.” 


‘News’ Appoints Three 


Peter S. Lersch has been ap- 
pointed assistant advertising man- 
ager of the Philadelphia Daily 
News, effective Jan. 1. Archie L. 
Nash has been placed in charge 
of the western territory, with 
headquarters in Chicago, and 
Hortense H. Moulton has been 
named manager of the Chicago 
office. 


Maclean Boosts Garrett 


R. Keith Garrett, formerly as- 
sociate editor of Canadian Paint 
& Varnish Magazine and Painting 
& Decorating Contractor, who 
handled advertising for both pub- 
lications in Ontario and western 
United States, has been named 
manager of General Merchant of 
Canada, published by Maclean- 
Hunter Publishing Company, To- 
ronto. 


Casco Appoints Reidy 
John J. Reidy, formerly man- 
ager of sales of the A. C. Sanger 
Company, New York, has been 
named sales manager of the ap- 
Pliance division of Casco Prod- 


ucts Corporation, Bridgeport, 
Conn. He will be in charge of 
al. sales and merchandising of 


Cass 


ae electric heating pads and 
asc 


0 power tools. 


Plans Chicago Promotion 


A steering committee for the 
home furnishings industry for the 
Chicago area, with M. J. Berg of 
Sig: & Berg and president of the 
, ‘icago Retail Furniture Associa- 
“10n, as temporary chairman, has 
%€e!) formed to promote the area 
“S tie home furnishings capital. 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 ke. 


Appoints Howard Agency 

Howard Advertising Associates, 

ree York, has been appointed to 

ah t the advertising of Kings 

el tronics, makers of radio, tele- 
on and radar equipment. 
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Its impossible a 


You cant cover California’s Bonanza Beeline 
without on-the-spot radio 


Beeline people are “worth” 2 Billion in buying power. 
Annually, they spend more on retail purchases than all 
San Franciscans and all Seattleites combined. 


How do you catch the sales-ear of these prosperous 
shoppers? Only with on-the-spot radio. Because the Beeline 
is a part of California and Nevada that is literally sur- 
rounded by mountains... mountains that hinder 
outside radio signals. 


In the Bonanza Beeline people have a long-standing habit 
of listening to the five BEELINE stations. Together these 
stations blanket the whole Beeline market... individually 
they are local favorites. KWG Stockton, for instance, 
goes back 26 years! Buy the Beeline stations to fit your 
own needs... one station or all five. 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA se 


KOH 


Reno (NBC) 
1000 watts 630 ke. 


PAUL H. RAYMER CO., National Representative 


KERN 


Bakersfield (CBS) 
1000 watts 


KWG 


Stockton (ABC) 
250 watts 1230 ke. 


KMJ 


Fresno (NBC) 


1410 ke. 5000 watts 580 kc. 
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‘Monsanto Names Zerbe | 
Richard O. Zerbe, patent at- | 


Pittsburgh Plans 
Wake neuiy Seated developmen - rst Industrial 
department of Monsanto Chem-| Ad Show on Feb. 5 


ical Company’s plant in Nitro, 
W. Va. | PrrrspurcH — The first Pitts- 
burgh Industrial Advertising Ex- 
position, to be held at the Roose- 
velt Hotel here on Feb. 5, 1948, 
will display advertising and pro- 
motional methods used by indus- 
tries within a 50-mile radius of 
the city. 

Purposes of the show are to pro- 
vide marketing men with an op- 
portunity to check over promo- 
tional programs similar to their 
own, display advertising and pro- 
motional methods, and _ illustrate 
their contribution to industrial 
marketing. 

Business paper advertisements, 
technical bulletins, catalogs, an- 


Who the HELL is 9 


' 
} 
, i e 
) Just a guy who believes weak campaigns Just a guy who believes America will 
/ 


Greatest Industrial Area on Earth! 
Mi. 
LSS 


| Chicago Fournal of Commerce 


are leaving the door wide open for new soon clamor for men with ideas to put 
comers with new ideas in Advertising. more selling power into Advertising. 


nual reports, direct mail, house | 
organs, public relations programs, | 
sales presentations, industrial re- | 
lations campaigns and dealer pro- | 
motional material will be dis- | 
played. 

General chairman of the exposi- 
tion is Robert J. Ritchey, Car- 
negie-Illinois Steel Corporation 
and past president of the Pitts- 
burgh Industrial Advertising 
Council. 


Appoints Scriven 

L. Edward Scriven, formerly 
general manager of Niagara Dup- 
licator Company, has been ap- 
pointed vice-president of Koller 
& Smith Company, New York, 
and director of the duplicator di- 
vision of the company. 


Picture Firm Moves 


Bert Johnston Company, Cin- 
cinnati, producer of sound color 
motion pictures and slide films for 
industrial, educational and televi- 
sion uses, has moved its offices 
to the Edwards building, 528 Wal- 
nut St., effective Dec. 31. 
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Bristol-Myers’ lotion, 


Trushay, 
is now being promoted to the 
trade in a new $1 size, with a 
minimum retail resale price of 87 


cents. The company now has the 
lotion in 10-cent, 25-cent, 50-cent 
_and $1 sizes, but only the original 
'50-cent size is slated to show in 
consumer advertising. 

* bo * 


Ignore the excitement over 
FCC’s okaying recording devices 
{on telephones, and_ instructing 
telephone carriers to take steps to 
publicize what the warning signal 
(which sounds periodically while 
the device is operating) will 
soune like. Although permission 
to use the device is effective Jan. 
(15 by FCC order, observers think 
| that the effective date will be set 
back while carriers agree with 
| FCC on some of the order’s terms, 
‘and probably further delayed 


iY 


! 


SQ 


i 


! 


ee eee ere 


OUTDOOR 


i New Orteans—2nd busiest port in the United States, 
gateway to profitable South American Markets, center 
of commerce and industry of a rich agricultural area! 
New Orleans, largest city in the South, home of a half- 
million people who spend almost half a billion dollars 
annually! 


* * * 


Some tourists may be attracted to New Orleans by 
its winter climate, by the Mardi Gras, by the age-old. 
continental flavor of its streets. Others may come to 
visit the Vieux Carré, the Cabildo, St. Louis Cathedral. 
‘|hey may want to wander the River Front, drinking in 
the sights and smells of river life along the Mississippi. 
But the one thing which every visitor to New Orleans 
he he schoolteacher or artist, business-man 
or fun-lover . . . is Outdoor Advertising. 

For Outdoor Advertising blankets the complete New 
Orleans market—the entire metropolitan area plus 
the neighboring Jefferson and St. Bernard parishes. 


will see. . 


General Outdoor Advertising Co. ) 


ADVERTISING! 


In New Orleans—The One Thing which EVERYBODY SEES is 


And Outdoor Advertising sells everybody—lawyers and 
housewives, shrimp-fishers and shipping kings. 


Remember . . . to sell them all yo 


u must reach them 


all. To do this, use Outdoor Advertising. No other 
medium gives such broad coverage at 


such nominal cost! 


GENERAL OUTDOOR ADVERTISING IS YOUR MAJOR MEDIUM IN 55 MAJOR MARKETS 


X 


|while the recorders are being 
/manufactured. Then, maybe. 
there’ll be advertising and public- 
ity on the subject. 

ok Bg * 

Book advertising is down from 
1946, a year most publishing peo- 
ple think will stand as a high 
point in book linage for a long 
time. Book sales are off, too, 
probably a reflection of other 
available goods in the market. 
Meantime, book publishers are 
caught on the tines of rising 
prices, and a current movement is 
afoot to get publishers a share of 
movie rights, possibly based on 
the number of copies sold before 
the film companies buy the book. 

* * * 

A headache for radio listening 
services based on telephone calls 
has developed in Cincinnati, Mem- 
phis and some other cities where 
stations are conducting give-away 
programs based on proof of listen- 
ing to the station. Regardless of 
what station the listener is tuned 
to, he will qualify himself for a 
prize by asserting that-he is listen- 
ing to the right station if he is 
called by phone. Wide distortions 
of actual listening in situations of 
this kind have been reported. 

hk oo ae 


Insiders say that the convention 
of the National Association of 
Broadcasters in Los Angeles next 
May will be the last held outside 
of Chicago, which is regarded as 
the ideal spot for the big meeting 
because of its central location and 
good hotel and exhibit facilities. 
Los Angeles has never had the 
NAB meeting and is being recog- 
nized in °48, but this may be the 
last meeting outside of the Windy 
City. 
| Hh th 

Associations and organizations in 
many lines will follow the legal 
discussion now going on between 
the Audit Bureau of Circulations 
and the Commissioner of Internal 
Revenue with keen interest. In a 
ruling (March 7, 1947) the com- 
missioner decided that the ABC 
would no longer be entitled to 
treatment as a tax exempt organi- 
zation under the definition of a 
business league which had pre- 
viously been given it. The ABC has 
protested the ruling, and further 
action will be watched closely by 
other associations which might 
easily lose their tax-free status 
also if the commissioner’s original 


ruling in the ABC case stands 
without change. 
ok * * 


Not all efforts to place advertis- 
ing on a “contingent” basis have 
been dropped. Latest to pop up is 
that of Worthington Products Com- 
pany, Arlington, Va., which has 
been offering ads for a windshield 
declouder to newspapers on a 
“you - get - 55 - cents - on - each - 
coupon-order” basis. 

cs ae 

Despite a newspaper report that 
Associated Products, Chicago, will 
spend $500,000 next spring in 4a 
comeback campaign for Chen Yu 
nail lacquer and lipstick and 
Cloud Silk cake makeup, using 
four-color ads in 20 magazines, 
and local radio and co-op news- 
paper ads, company officials ma'n- 
‘tain that nothing has yet been 
|decided. They say only tha‘ 4 
drive will be launched, through 
Norman A. Mack, Inc., New Yrs: 
recently named agency on Cen 
Yu and Cloud Silk. Associated’ 
number of agencies has dro} 
from six a year ago to two—M 
and Aubrey, Mocre & Wallac« 
the Evyan account. 


Appoints Lang A.M. 
Lilian Lang, former advertis'® 
and promotion director for 8 
Bra, Inc., New York, has joine 
Superb Glove Company, ‘e% 
York, in the same capacity. 
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‘Photo Industry’ 
to Bow in March 


Photo Industry, a new trade 
nublication for retailers of cam- 
eras and photo equipment, will be 


e being published every other Tuesday 
naybe, with the first issue scheduled for 
1 public- March 16. Joseph Milton, for- 
merly vice-president and business 
manager of Photographic Trade 
wn from Vews, is president and advertising | 
; director of Photo Industry Pub- 
ing _e lications, Inc. Don Gussow, presi- 
a high dent of Don Gussow Publications, 
r a long Inc., is treasurer. 
off, too, Offices of the publication are 
of other at 33 W. 42nd St., New York 18, 
market. and 30 N. LaSalle St., Chicago. 
ners are West Coast representative will be 
f rising Simpson-Reilly Ltd., Los Angeles 
rement is and San Francisco. 
har . 
tes ei Hamala Leaves Premier 
ld before Edwin A. Hamala, for the past 
the book nine years advertising and sales 
; promotion manager of the Pre- 
, ‘ mier Vacuum Cleaner division of 
listening General Electric Company, Cleve- 
one Calls land, will resign from that post 
ati, Mem- effective Dec. 31. He will take a 
es where brief vacation before making any 
ive-away new association. 
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so/ READIN’ OVER MY SHOULDER AGAIN! 
HARDTACK AN’ WATER FOR You YARDLEY! 


Ads on the FRONT page, 
British-style? 

Judging by their readership 
score, you would think that’s 
where all advertisements are 
un by the Wisconsin Home- 
town Dailies. 


> advertis- : 

basis have No matter how far back in the 

/pop up is fPaper ads are, hometown read- 

oe ya rs find ’em. Wisconsin Home- 

seer OT own Daily ads of 1000 lines or 

ers on a (ver are read by 73 percent of 

on -each- [fhe women, according to North- 
western University’s widely 
publicized new reader survey. 

report that , ; 

licago, will That’s a mark for the city 

oring in a [Rdi‘or to shoot at with his ban- 

: — he her headlines. Hometown read- 
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New York Central 
Plans No Reply 


to C&0 ‘Memos’ 


(Continued from Page 1) 
graphic Magazine, 


made. 

Among other reasons why 
through coast-to-coast trains are 
not feasible, it was shown, is the 
fact that such a service, to be fair, 
would have to reach widely sepa- 
rated major cities on both ends— 
San Francisco and Los Angeles 
and perhaps Portland and Spo- 


kane on the West Coast, and Bos- | 


ton as well as New York in the 
East. There would also be the 
problem of which western rail- 
roads the Central should use, to 
the exclusion of others. 

“Why,” the Central people said, 
“does not Mr. Young take the 
matter direct to the New York 
Central’s management, instead of 
to the public? Any stockholder, 
and any passenger, is entitled to 
make suggestions or complaints. 
We’re glad to consider them.” 


Will Boost Ad Effort 


Depending largely on new car 
deliveries, the Central plans a 
slight increase in advertising ef- 
forts in 1948. About $850,000 of 
the $1,000,000 total will be “com- 
missionable,” through Foote, Cone 
& Belding—the basic campaigns 
running in about 75 newspapers 
in 25 large on-line cities, in eight 
general magazines and in_ spot 
radio. 

The spot radio series, now run- 
ning on about 20 stations in eight 
cities, will be expanded. The Cen- 
tral also will run a freight cam- 
paign in “executive” magazines, 
and an agricultural campaign in 
farm publications and small town 
newspapers. The $150,000 remain- 
der of the budget will be for 
booklets, direct mail and miscel- 
laneous efforts. 


Change NAB By-Laws 


Members of NAB have voted 


|749 to 9 approving an amendment 


to association by-laws providing 
for mail nomination and voting 
in 1948 to elect directors in even- 
numbered districts. Under 
change, all NAB directors will be 
elected in this manner. 


which closed | 
'before the cancellation could be | 


the | 


Life Insurance 
Institute Elects 
Craig Chairman 


NEw YorK — Edwin W. Craig, 
president of the National Life and 
Accident Company, Nashville, and | 
|board chairman of WSM, Nash- 
|ville, has been elected chairman 
of the board of | 
the Institute of | 
Life Insurance, | 
succeeding Le- 
roy A. Lincoln, 
president of the 
Metropolitan 
Life Insurance 
Company. 

A director of 
the institute for | 
two years, and 
now a member 
of its executive 
committee, Mr. Craig has spent 
his entire business life with Na- 
tional Life and Accident since he 
started in Dallas as one of its 
agents in June, 1913. He was 
elected president of the company 
in August, 1943. 

Mr. Craig has been interested in 
the broadcasting field since 1925, 
when he planned and built WSM. 
In 1937 he served as chairman of 
a committee to reorganize the Na- 
tional Association of Broadcasters 
under paid executives. He also 
has served as a director and a 
member of the NAB’s executive 
committee. 


Barbasol Doubles 
Deodorant Ad Budget 


Barbasol Company, Indianapo- 
lis, wili spend twice as much pro- 
moting Barbasol lotion deodorant 
in 1948 as it did in ’47. Two-color 
half-page cartoon-type ads will 
appear in Collier’s, Life and The 
Saturday Evening Post, featuring 
the copy theme, ‘Look athletic, 
feel athletic, but don’t have 
athletic aroma.” 

In addition, newspaper copy will 


Edwin Craig 


from January to June in connec- 
tion with a sampling campaign. 
Car cards and spot radio also will 
be used. Erwin, Wasey & Co., 
New York, is the agency. 


Dietitians Name JWT 


department of J. Walter Thomp-_ 
son Company, Chicago, has been | 
named public relations counsel for 
the American Dietetic Associa- 
|tion, professional organization of 
| dietitians. 


Award Will Be Given 
for Best Safety Product 


For the third consecutive year, 
the Lewis & Conger Annual Home 
Safety Award will be given to 
the manufacturer of home appli- 
ances, home equipment or house 
furnishings in the United States, 
who has put on the market, either 
in its original or an improved 
form, during 1947, a _ product 
which contributes to home safety. 
The winner of the award will re- 
ceive a bronze plaque. Lewis & 
Conger will devote a special ad- 
vertising, publicity, and display 
campaign on a national scale to 
the winning product. The dead- 
line for the entries is Jan. 31. 


Mahoney Transferred 


James P. Mahoney has _ been 
transferred from the Merrimac 
division of Monsanto Chemical 
Company, Everett, Mass., to the 
organic division in Chicago. He 
will be in charge of Sales and sales 
development of the organic divi- 
sion. Mr. Mahoney succeeds Ralph 
E. Nelson, who has resigned. 


‘Publishes Directory 
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Industrial Publishing Company, 
Cleveland, has published a new 
directory, entitled “The Flow Di- 
rectory,” which contains sketches 
and descriptions of 638 different 
items of material handling equip- - 
ment, machinery and accessories. 
A classified directory of products, 
a list of manufacturers, and a list 
of trade names also are included. 


TYPESETTING WANTED 


We are looking for one or 
two select customers who 
can use a modern, efficient, 
well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 
Dolph Crawford, Web. 2419. 


SEND NOW for the 
most complete analysis 
of this industry to be 
compiled in 30 years 


F YOUR MARKET is in light building construction —homes, 
I commercial and farm buildings—if you have products that 
be run throughout the country can be used in new construction, remodeling, repairs or mainte- 
nance, you should have a copy of this new study, ‘‘The Light 
Construction Industry,” just compiled by American Builder. 

Here are the facts and figures that can help in guiding your 
sales and advertising plans in profitably reaching this great 
The public relations - publicity | market. Send for your copy with our compliments. 


AMERICAN 
De BUILDER 


105 West Adams Street, Chicago 3, Ill. 
30 Church Street, New York 7, N. Y. 
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A £400 MILLION 
PEARL... 


"RAMON 


M A N | 


spite of U. S. production shortages and export lim- 
itations. 

And the buying spree in the Philippines has just 
begun. Present buying is at a rate more than double 
that of 1946! 

The Philippine market is effectively covered by the 
ten Ramon Roces Publications, with a combined 
readership of over 2,000,000. 


x Ut 2S 
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Publishers of THE EVENING NEWS « 


ALIWAN « 


PILIPINO KOMIKS «+ 


fear iins 
- i ~ 
C re 2 
») i 
. : uP 
== d don’t h dive for it! 
te anda you dont have to dive for it! 
Tie Philippines— Pearl of the Orient-—-bought Each of the Ramon Roces Publications blankets a 
$400,000,000 worth of American goods in 1946, in particular dialect sector—a specific income group— 


a determined intelligence level. Unequalled in the 
Islands’ publishing picture, this one group of publi- 
cations influences the reading, thinking, and buyifig 
habits of the best 2 million of the 18 million Filipinos 


Here is a market ready to be tapped through the 
Ramon Roces Publications. You don't have to dive 
for this unmatched pearl—just communicate with us. 


PUBLICATIONS. ° 
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BANNAWAG « BISAYA 


HILIGAYNON « DAIGDIG « THE WOMAN’S HOME JOURNAL 
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Sponsors Penn Games 


For the second consecutive sea- 
son Atlantic Refining Company, 
through N. W. Ayer & Son, will 
sponsor the telecasts of the home 
games of the University of Penn- 
sylvania basketball team over 
WPTZ, Philadelphia. The first 
game of the series is scheduled 
for Jan. 10 with Yale University. 
The last telecast will be the Penn- 
Princeton clash on March 13. 


Appoints Bracker 

J. Henry Bracker, illustrator, 
has been retained by Wilhelm- 
Laughlin-Wilson, Houston, adver- 
tising agency. 


BEGINNER'S LUCK ? 


‘Yo! Atay amatcar can set 


FOTOTYPE 


All letters in ecch Wine ere quickly as- 
_ sembled and evtomanically aligned in 
special composing stick ready to paste 


_. to the finished ort idea! for heads... . 
Available in mansparent er opaque 
letters. This ad set with Fetorype in just 
25S minutes! WRITE FOR FREE CATALOG. 


Fepoyxeei 


1415 ROSCOE ST., CHICAGO 13 


Ads, Youth 


(Continued from Page 1) 
Harbor, however, and locker plants 
had captured the public fancy. 
During the period of food short- 
| ages and rationing, more and more 
/people noticed that their friends 
with home freezers seldom com- 
plained of ration difficulties or 
shortages. 

And throughout the war years, 
,/when there were fewer deveiop- 
ments of the new devices which 
usually fill much of the editorial 
space of women’s service maga- 
zines, those publications ran article 
after article on various aspects of 
frozen foods and home freezers. 


Idea Took Hold 


The home freezer “caught on.” 
The idea that a homemaker could 
cook all meals three weeks in ad- 


lated the imagination of house- 
wives across the country. 

The relatively few home freez- 
ers that were made in the face of 


Florida’s Fastest 


For a 
in popu 


In advertising to this market, 


St. Petersburg. 


shine. 


In Jacksonville by 


Advertise to 


TAMPA-ST. PETERSBURG 


years the Tampa-St. Petersburg Market was 3rd 
ation in Florida. BUT today the situation has 
changed and Tampa-St. Petersburg is FIRST in FLORIDA. 
Here are the population figures: 

Tampa-St. Petersburg ...........234,000 

Jacksonville ...................230,300 
WeTTrCTiTiTiek |... 
(Sales Management Survey—1947) 


represents 43°, of the Buying Income and 43% of the 
Retail Sales of Tampa-St. Petersburg. Moreover, no Tampa 
newspaper has as much as 600 average daily circulation in 


The TIMES Daily and Sunday covers this city like the sun- 


ST. PETERSBURG. . 


Daily FUMES Sunday 


Represented nationally by 
Theis & Simpson Co., Inc. 


Growing Market 


remember that St. Petersburg 


FLORIDA 


V. J. Obenauer, Jr. 


vance, and then merely heat them | 
in an oven and serve them, stimu- | 
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Boost Deepfreeze Sales 


material and labor shortages were 
snapped up before they gathered 
dust in dealers’ salesrooms, and 
with the end of the war the trend 
continued unabated. 

Dealers who had never handled 
home freezers bought one or two 
—and sold them almost before 
they looked at the invoice. “How 
long has this been going on?” they 
asked and ordered more, and sold 
them—and ordered still more. 

Early in 1945, the new market- 
ing executives of Deepfreeze di- 
vision decided it 
was about time to 
take off the rose- 
' colored glasses. 
| The newly- 
| formed advertis- 
ing department, 
under 38-year- 
old Rhoades V. 
Newbell, sounded 
a postwar note 
with a sales bro- 
chure entitled 


R. V. Newbell “New World a- 
’Comin.” 
| “Tt looks,” the booklet said, 


| “like a stampede—this swing to 


|frozen foods and home freezers. | 


PANTRY IN ACTION—Learning the features of home freezing and food prepa- 

ration which appeal to the housewife are chefs L. W. Howard, T. S. Long and 

G. W. Forster of Forster Distributing Co., attending the Minneapolis distributor 
training school, held at the Deepfreeze Pantry, North Chicago, Ill. 


periority in product and _ sales. 
That’s why Deepfreeze is doing 
almost 58% of home freezer ad- 
vertising today.” 

The advertising budget has 
jumped impressively. In 1945, the 
year that F. F. Duggan, general 
sales manager, called Mr. Newbell 
to Deepfreeze to set up the ad- 
vertising department, the com- 


|It looks like a picture where you | pany spent $150,000 for advertis- 


| (as a dealer) can’t miss . 
|out a franchise, hang cut a shingle, 
{and call in a policeman to keep 
the customers in line, and bank 
the profits.” 


A Big ‘But’ 


By the time the dealer had fin- 
| ished that “there’s good news to- 
|night” paragraph, he had relaxed 
| to enjoy it all. Suddenly, however, 
|a 60-point boldface “But” jumped 
;out. “It isn’t that simple,” the 
| booklet said, and pointed out in- 
evitable competition for the con- 
'sumers’ dollars from other types 
of merchandise. 

It cited industry after industry 
‘in which hopeful manufacturers 
i/had gone out of business. “Out of 
1,155 makes of automobiles manu- 
factured since the start of the in- 
dustry, only 23 still will be made 
after the war. . . 742 radio manu- 
'facturing companies folded up and 
went out of business between 1925 
and 1940, leaving their dealers 
high and dry.” 

The company drove the lesson 
home with the remark: “That 
makes it vital for you to pick a 
winner in the home freezer outfit 
you tie up with.” 


Booklet a ‘Shocker’ 


The booklet, written at the 
height of the “back to normalcy” 
era, when magazines and news- 
papers were publishing articles on 
|the postwar dream world, was a 
| “shocker.” 
| But subsequent events in the 
home freezer industry have proven 
Deepfreeze right. In 1945, there 
were more than 580 manufacturers 
|in business .. . in 1946 only 350 
|freezer manufacturers, and there 
| will be fewer than 200 by the end 
|of this year, according to Air Con- 
\ditioning & Refrigeration News, 
with from 12 to 16 distributing 
nationally when the business sifts 
down. 


Under G. H. (Rock) Smith, 41-| 


year-old vice-president and gen- 
eral manager who started selling 
Hoover vacuum cleaners in col- 
lege 25 years ago, Deepfreeze has 
consistently aimed at becoming 
the “name” brand in the field, spe- 
cializing exclusively in home 
freezers. 


Does 58% of Freezer Advertising | 
“We felt,” Rhoades Newbell told | 


AA, “that if we could turn all of 
our engineering 
our sales efforts into the proeduc- 
tion and promotion of home 
freezers, we 


skill and all of} 


could achieve. su-’ 


. . take | ing. 


In 1946, the budget went up to 
| $300,000, and in 1947 the company 
| has spent almost $500,000. “In 
| 1948,” said Mr. Newbell, “when 
'we get our production up to 12,- 
|000-14,000 units a month, we may 
|pass the $1,000,000-mark in ad- 
| vertising.” 

Jumping an ad budget from 
/nothing to $1,000,000 in less than 
| three years requires a sound foun- 
|dation, the drive of youth and 
|marketing practices developed 


‘through experience. 
Executives Under 40 


| Deepfreeze has all three. 


|new, completely mechanized plant | 
in North Chicago covers 200,000 | 


|square feet of floor space, all on 
jone floor. It has the financial 
|backing of its parent company, 
‘Motor Products Corporation, De- 


| troit. Vice-President and General 


| Manager “Rock” Smith is 41, and | 
all of his chief executives, includ- | 


ling Duggan, Newbell, the plant 
engineer, comptroller and plant 


|manager, are under the 40-year | 


| mark. 

| Yet, in spite of their youth, 
|Smith, Duggan and Newbell have 
‘had an average of 20 years’ ex- 
perience in selling home appli- 
ances and they like each 
other. 


manager and sales manager. 
fact,” says Mr. Newbell, “our sales 
program is written and rewritten 
before we ever think of advertis- 
ing. The salesrooms of our dealers 
are the places where our sales 
programs are evolved. We trans- 
tate the reasons for buying into 
sales training programs for our 
68 distributors covering every 


Its | 


There is no rivalry between ad | 
“Tn | 


state, and then back it up with 
advertising based on proven ar- 
guments.”’ 

This coordination between sales, 
advertising and sales training has 
preduced an educational program 
on home freezers which is praised 
even by competitors of Deepfreeze. 


Offers Training Program 


A sound-slide film on the “Deep- 
freeze Product Story” was pro- 
|duced in 1945 and given to dis- 
tributors at four regional meetings 
in Chicago, New York, Atlanta, 
|and San Francisco. They, in turn, 
|arranged dealer meetings using 
|material arranged and prepared 
\by the company’s home office, in- 


cluding display material, charts 
and blowups. 
Later meetings featured the 


;company’s four-volume training 
| program, in pocketbook size. The 
first volume on “History, Market 
;and Use Values,” covered the his- 
‘tory of home freezing, prospective 
| markets and time, food and money 
saving advantages offered to each 
| purchaser. 

Since “home-freezing, like the 
radio, is a basically new service 
which had no predecessor in the 
| American home,” the booklet said, 
the product requires a type of 
selling aimed at getting over the 
i'basic utility arguments. “Know- 
ingly or not,” it said, “every sales- 
/man who successfully closes a sale 
finally convinces his prospect from 
every angle.” The remainder of 
the booklet describes in detail the 
conveniences of buying foods in 
season, buying larger quantities, 
home freezing, avoiding waste, 
baking ahead and cooking ahead, 
|cutting meal preparation time, 
farm freezing and a variety of 
other items. 

The second training booklet on 
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F tiene. ‘hich prospects have asked. The | aj] distributors and home econo- 
ong and ntire series 1s directed toward | mists listing the latest innovations 
stributor howing the distributor how to) jin the preparation and serving of 
rain his dealers to actually move | frozen foods. 
he merchandise, in the belief that | Broch , 
up with [fa dealer can move his goods, | rochure to Dealers 
»ven ar- The dealer merchandising pro- 
‘gram got a lift late this year with 
— a publication of a brochure en- 
ning has / eecenseeeeeeeeenes titled: “Year of Decision.” After 
program effectively smashing the idea that 
S praised ‘customers will continue to walk 
epfreeze in and take home freezers off the 
, The JOURN | Salesroom floor, the booklet sug-| 
ram gests three things a dealer can do 
1e “Deep- ff ‘right now: 
was pro- now 0 ers “1. Decide now that the home 
n to dis- * freezer business is a good business 
meetings d t to stay with... 

Atlanta, a ver ISers “2. Decide now that Deepfreeze 
, in turn, ar as is the home freezer you should) 
gs using th | g t sell. ee 
prepared C , “3. Decide now to do the simple, 

. . + | ° . 
office, in- basic things that have always sold | 
1, charts circulation inl appliances: Employ high-grade 
‘ r salesmen who are eager to sell. 
ured the its histor Train them well. Pay them in ac- 
training y cordance with the job to be done. 
size. The . Merchandise aggressively. Ar-_ 
y, Market hoth Daily range public and group demonstra- 
d the his- tions. Display your merchandise 
rospective in your store—and make your dis- 
nd money and Sunday plays work for you. Do a con- 
.d to each sistent advertising job for your 
own business and yourself.” 
service . 
ve in the | The ad campaign for the fiscal 
klet said, year 1948 is set up to get across 
: ae of The PORTLAND the ease of food preparation with 
t over the i i i a Deepfreeze home freezer and 
Sikeows \Metropolitan District the brand name itself. Full-page, 
very sales- Hl now has the largest four-color ads will run in Ameri- 
oses a sale can Home, Better Homes & Gar- 
spect from POPULATION dens, House Beautiful, Time and. 
nainder 0 The Saturday Evening Post. 
detail the in its history Three - quarter page four - color 
» foods in di t bleed ads will run in American 
‘quantities, according 0 Magazine and McCalls, Country 
ng waste, §| Bureau of Census figures: © Gentleman, The New Yorker, Pro- 
ing ahead, |gressive Farmer. A number of | 
| | ° ¢ ; 

ion time, & . trade publications in the food, 
nee if April -. +++ 1940 Census electrical, home furnishings, and 

a 406,406 air conditioning fields aiso will 
booklet on —f| April, 1944 Sample Census be used. 

531,548 With a $1,000,000 ad campaign 

a . set up, with close coordination be- 

UTS April, 1947 Sample Survey tween sales, advertising and sales | 

C ) 534,422 |training, and with the words of 
ary 144 |“Rock” Smith in mind, “For both 

top ult | ‘4 3 

dA as companies and as a nation, we 

ves. Wi ou need the Journal to are all geared to volume, and un- 
— sell effectively in Oregon's less we can get back to hard- 
» STUDIO orly Major Mark M ‘fisted, old-fashioned selling again 
avnamery St y Major Market... Metro- Nb ‘ae trouble.” D ’ 
0 5, Coli 9° Bi politan Portland andits “© a —— 

ma freeze is preparing to make 1948 | 


dvertising Age, December 29, 1947 


he Deepfreeze product describes the sales job is accomplished with 
he appearance, construction, con- | minimum effort. 

renience, performance and econ-; The company’s merchandising 
my factors as a set of standards program extends in every direc- 
vyhich a salesman can use to com- tion. A “Deepfreeze Pantry” under 
are all home freezers, ending up,|the direction of Geraldine Cor- 
f course, with a plug for Deep-|man has been set up in the plant 
reeze. 'to show visitors, distributors and 
The third volume on selling dealers exactly how the freezer 
echnique is more than just ajsolves every home’s food prepara- 
primer on sales. It leads the deal- tion problem. 

ys’ salesmen through the maze of; At luncheons and dinners for 
ustomer objections, shows just|executives and their guests, Miss 
vhy freezers are harder to sell|Corman, with a delicate sense of 


bre larger than on other home|pared meals, pies, cakes, home 
%ppliances), and answers all of made ice cream and rolls from 
he arguments which the exper-|freezer to oven to table with a 
ences Of many dealers have|minimum of effort. Part of the 
hown to occur most frequently. (training program involves _in- 
‘structing the distributors in the 
‘simplicity of pre-planning dinners, 
The final volume lists all of the|and the ease of serving them. 

huestions (and answers to them),|; A bi-monthly bulletin is sent to 


Questions and Answers 


Retail Trading Zone. (the “Year of Decision”) the year 


when consumers across the na- 
tion give the affirmative nod to 
home freezers—Deepfreeze home 
freezers. 


The JOURNAL 


®ortland, Oregon 


2nd largest 
ven'ag Newspaper 
on the 
P.cific Coast 


Mem er Metropolitan & 
Pacif ¢ Parade Group 


| Jacobs Names Grant 


The appliance division of F. L. 
Jacobs Company, Detroit, has ap- 
pointed Grant Advertising, De- 
troit, to handle its advertising. 
The account was formerly han- 
dled by MacManus, John & 
Adams, Detroit. 


Sets Graphic Arts Meet 


The second annual convention 
|of the Southwestern Graphic Arts 
Conference will be held at the 
|Skirvin Tower Hotel, 
| City, April 8-10. 


nted Nationally by 
Rey nolds-Fitzgerald, Inc. 


‘and why commissions, therefore,|showmanship, whisks fully pre-| 


Oklahoma | 
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;rental values of $500 or less. Top 


Advertising in the Test Stage |rate is 10% on $1,500 rentals and 

| over. 

‘PEOPLES BOOK CLUB ,motion has been in the Sears cat- ‘ests a 

TO TEST MAGAZINES | alogs primarily, although some Shamokin Waines Wolff 
Shamokin Wecien Mills, New 


Curcaco—Early in 1948 Peoples | local newspaper space has been | 
York, has appointed Claire A. 


| 

| Book Club, a division of Sears, | U5°4- 

Roebuck & Co., will begin tests | Wolff Advertising, New York, to 
TESTS BIKE MOTOR handle its public relations and ad- 


‘leading toward national advertis- Ale 
INGLEWoop, CaL. — Marman vertising. 


‘ing to enlarge its membership. : , 
Through hae Pos Spier, Inc., | Products Company here is testing | 


|New York, tests will be made in|its new two-cylinder Marman | 
‘magazines, farm publications and|Twin engine for powering bal-| MAY '[ it Balsieteli [emel, ja 
{book review media. |loon-tire bicycles, in southern | 

The club has about 250,000 | California cities. — a, @ Manulacturers and thelr adv 
‘members. Established four and a| Trade advertising will begin) agencies are using this inexpensive 
half years ago, it has not previ- soon, to be followed by a con-| _ clipping service for collecting editorial 


, i i me j j ines. | publicity, for making research and 
ously advertised nationally. Pro- sumer campaign in magaz ey ye B > a 


petitive advertising files and for de- 


| : Start Agency Tax | veloping sales prospects om cutets 
Art Directors Advertising agencies, along with | Pe da a ponatiage tence: 2 Uses 
Club Issues 26th | several other classifications of Clippings” tells the whole story 

Ad Art Annual 


busi wi he city of Van- 
usiness, will pay the city of Van-| PRY Taxa aio. Cal -ta-\e 


/couver, B. C., a new business tax, | pi porthe 
i Re USIN 

starting July, 1948. The rate ap PAPERS He partes & MAGAZINES 
314 So. Federal St.. Chicago 4 


New YorK—“The art director | Plies to rental values. For agen- | 
‘is the man that makes the differ- | cies, the rate is 742% on annual 
‘ence between a successfully born 
advertisement and just a Freudian | 
‘gleam in the client’s eye,” says 
|/Paul Smith, president of the Art 
Directors Club of New York, in 
presenting the club’s 26th Annual 
of Advertising Art. 

The new volume, published at 
$7.50 by Watson-Guptill Publica- 


GENERAL . 


tions here, contains the seven 
|medal award winners, including 
Farnsworth’s Gjon Mili photo- 


graph (AA, April 28), which gave 
the Farnsworth company its third 
consecutive medal. 

All of the exhibits displayed at 
the Metropolitan Museum of Art 
_early this year have been included 
in the volume, including the 325 
winning selections in the fields of 
|editorial and display design; de- 
|sign of a complete advertisement; 
magazine, newspaper, trade pub- 
lication, direct mail, and poster 
advertising and editorial art. 

In his introduction to the vol-| 
ume, Edward L. Bernays, New | 
York public relations counsel, de- 
clares: “With the perfection of 
such technological achievements | 
as television, and the speedier | 
,transmission of pictorial symbols | 
‘over wires, the art director will | 


Field & Stream can be measured by many 
yardsticks—advertising leadership . . . circu- 

lation. . . editorial content . . . dealer influence 
. +. income of subscribers ... reader desire studies 
... reader service... reader response. . . publishing 
leadership ... editorial staff... prestige... sales results. 


Meld ¢ Stream 


find ‘his power increasing both in | a is America’s Number One 
intensity and extensiveness. Art (s ° 
directors will play a vitally im- 0, Sportsman ~ Magazine! 


|portant role in American life if 
they know how to use their skills | 
,and aptitudes and experiences for 
social purposes.” 


G-E Dealers Sign 
for CBS Co-op Show 


Five General Electric Company 
|dealers are among the 13 sponsors | 
|signed for the new CBS coopera- | 
|tive program, ‘Hollywood and | 
Vine with Radie Harris.”’ The pro- 
gram is heard Monday through 
Friday, 3:55-4 p.m. (EST) and} 
spotlights Miss Harris interview- | 
ing guest stars from the movie} 
colony. 

G-E dealers are backing the 
|show over KSWM, Joplin, Mo.; | 
WNOX, Knoxville, Tenn.; KTTS, | 
Springfield, Mo.; WKIX, Colum- | 
ibia, S. C., and WMBR, Jackson- 
ville, Fla. 


Moore Heads Markley 


J. M. Moore, formerly general 
sales manager of Silex Company, 
Hartford, Conn., has been elected 
president and a director of Mark- 
ley Corporation, Plainville, Conn. 
Warren S. Barlow, formerly in- 
dustrial relations counsel of Great 
American Industries, Inc., has 
been appointed vice-president and 
treasurer of the Markley com- 
pany. Mr. Moore will direct all 
phases of the introduction nation- 
ally of the Markley register, a 
recording meter-type counting de- 
vice. 


| Bell Schedules Drive 


Bell Aircraft Corporation, Buf- 
falo, has scheduled a campaign 
for Bell prime-movers, using full 
pages in business papers in the 
industrial construction and metal 
fields. Comstock, Duffes & Co., 
Buffalo, handles the account. 


JAHN & OLLIER 
ENGRAVING CO. 

MONROE 7080. 
B17 W.WASHINGTON BLV 

HIGAGO 7,1LL 
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.C. S. JACKSON 


_associate publisher of the Oregon 
. Journal and general manager of 


- Heations, 
. struck by 


_ Wheeler, 


36 


Journal, Railroad Trainmen and 


PorTLAND, OrE.—C. S. Jackson, Railroad Telegrapher. 


ROBERT KELSEY 


SPARTANBURG, S. C.—Robert 


Station KALE here, was killed 


Dec. 21 in the crash and burning ide 
th . ’s helicopter. advertising staff of the Spartan- 
>that te acto mala arta burg Herald-Journal, died in 
Augusta, Ga., recently, after a_ 


ALEXANDER WHEELER 


Cuicaco—Alexander G. Wheeler, 
71, ‘representative here for the 
Gates List of railroad union pub- 
was killed in nearby 
Evanston Tuesday when he was 
an automobile. Mr. 
Wheeler and his brother, E. D. 
have been representa- 
tives of the Locomotive Engineers’ 


long illness. 


WILLIAM JOHNSON 


Dec. 15. 


Buffalo Courier in 1926. 


Kelsey, formerly a member of the, 


BuFrFraLo—William H. Johnson, 
80, former assistant publisher of 
the old Buffalo Express, died here 
He was assistant pub- 
lisher of the newspaper for 25) 
years prior to its merger with the 


Wanted: 


ACCOUN! © 
EXECUTIVE 


. ready to make "that last job change” 
. . and anxious to become associated with 
a medium size, well established, growing 
Chicago advertising agency which he can 
help to expand and in which he can soon 
occupy a top management position. Should 
be seasoned copy writer, capable contact 
man, experienced in following through on 
production. Must have industrial experience 
—some consumer experience desirable. Age 
32 to 42. If applicant wishes, an attractive 
profit-sharing arrangement can be made. 
An opportunity as big as applicant can 
make it. Write fully in confidence. 


Box 6905, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


A CLIENT SEEKS AN AGENCY 


We need an agency that is not just a commission col- 
lector. We are producers of liquor specialties, a distilla- 
teur, you might say, and we have advertised extensively 
on a national scale in the past. Business is far from 
booming and we realize some of us better start all over 
again. Our market concentration will be Chicago; our 
advertising budget limited to $25,000 for the first year. 
We seek advertising counsel, merchandising and sales 
planning, about everything an aggressive agency should 
offer—including a persistently able advertising executive 
to feed us ideas and "wet-nurse" us. Tell us how your 
agency and its personnel can fit into our plans for a 
self-seeking future. Suggest how a small budget can 
form the basis of future product growth. 


Box 6907, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


smatieceeeeall saint tatters teen tititeaceeaseae eats 


Wanted 


TOPNOTCH 


LAYOUT MAN 


ALSO TOPNOTCH 


LETTERING MAN 


Viston, Inc. 
107 W. WACKER DRIVE 
CHICAGO—CENTRAL 4310 


~, 


Put 
GENUINE PHOTOS 


into your sales story 


and get the results. Our 38 
years experience assures fast quan- 
tity reproductions from your negative 
or print. Low cost—highest quality. 
For free samples and ideas your busi- 
ness can use, write 


STICKLEY PHOTO SERVICE 


9 S. Washington St., 


oe re ee 


Sets eet eerie diene eel tiated 


_ isi tana 


Binghamton, N. Y. 


Ce 1 le 
ae we 


Advertising Age December 29, 1547 


RATES: 60c per line, minimum charge 33. Cash with order. Figure bold face oles (maximum two lines) 


25 letters and spaces per line; light body face 44 per line. Hox numbers add 
Thursday. poon, 11 days preceding publication date, Display classified advertisements 


per column inch. Regular card discounts on multiple insertions and space over 5 a apply on display 


HELP WANTED 
POSITIONS OPEN 
With agencies, advertisers, publish- 
ers, ete., for both men and women. 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. 
iSS N. Wabash, FRA O11s. "Thieme 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


MONARCH PERSONNEL 
Advertising—Graphie Arts 
National Coverage 
Agencies in 3S Cities 


28 EK, Jackson Blvd. Chicago 4, Ill. 
YOUNG WOMAN, general assistant | 
small N. Y. advertising dept. Some 
experie nee, some typing, no stenog- 
raphy, 5 days, 9 to 5, $50. 

Box 9329, ADVERTISING AGE 
330 W. 


42nd ‘St., New York 18, N. Y. 


Industrial Copywriters ....to $6,000 
Account Executives .......... OPEN 


Layout Artints ......... $4,500-$5,500 

Production Manager ......... $4,200 

Advtg. Assts.—Direct Mail. . $3,600 
Advt’g Trainees. .$175-$225 


SHAY AGENCIES 
30 Ww. Washington, Chicago 2, 


POSITIONS WANTED | 


Exp. Radio Writer. 
commercial copy. 


Emphasis 
Know prod. tech- 
niques. Now copy chief, net affiliate; 
top mkt. Stable family man. Vet, 
27, U. of Mo. Jour. degree. 
Box 9332, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| tain 


on | 


boon 4 deadline 
card gate of $10 


POSITIONS WANTED 
COPYWRITER AVAILABLE 


Proven ability in planning cam- 
paigns, consumer copy, sales pro- 
motion. Six years’ experience, food, 


transportation, 
vertisers. Creative, 
lent education. Ex-Navy, Age 32. 
Agency or Advertiser. Now in Chi- 
cago. Write to: 

30x 9330, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Versatile, exp. writer with home 
econ. degree and varied background 
in foods seeks challenging oppty. in 
radio, publ., adv. or publicity. Young 
woman, now located Chicago. Avail- 
able immed. for full-time position 
or free lance assignments. 

Box 9331, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


RE PRESEN ‘TATIVES WANTED 
Newest advertising medium 
television and motion 
idea sweeping the country. 
tional, State, and local represent- 
atives wanted to call on exclusive 


versatile, excel- 


since 


list of agencies. Opportunities un- 
limited. Write Mr. C. P. Guyette— 
835 Locust St., Long Beach, Calif., 
giving qualifications, ete. 


MISCELLANEOUS 
We are in the market for 
papers that are, or can be, 
in the South or Southwest. 
publisher or staff in 
interested. All replies held 


dential. 
Box 9269, ADVERTISING 
Ohio St., 


100 EB. 
If you would like your own, high 
income, but easily learned office 
business, write for free details to- 
day. FRANKLIN CREDIT SCHOOL 
Dept. 215-N, Roanoke 7, Virginia. 


business 
published 
Will re- 
deal if 
confi- 


AGE 
Chicago 11, Ill. 


$1,500,000 Budget 


Set for Universal 
Drive in 1948 


NEw BrITAIN, Conn.—Landers, 
Frary & Clark will launch a $1,- 
000,000 campaign in national 
magazines, business papers and 
newspapers in 1948 and in addi- 
tion has appropriated $500,000 for 
point-of-sale promotion materials 
and participation in radio pro- 
grams for its Universal ranges, 
water heaters, vacuum cleaners, 
small appliances and housewares. 

A greater portion of Universal’s 
advertising dollar will be directed 
at the point of sale, and each ad- 
vertisement will feature’ proof 
through action as to how Univer- 
sal is building the strongest dealer 
franchise in the market. 

Consumer messages will appear 
in the following 23 magazines in 
1948: American Home, Better 
Homes & Gardens, Bride’s Maga- 
zine, Capper’s Farmer, Collier’s, 
Electricity on the Farm, Farm 
Journal, Good Housekeeping. 
Guide for the Bride, House & Gar- 
den, House Beautiful, Househocd, 
Ladies’ Home Journal, Life, Look, 
McCall’s, Midwest Farm Paper 
Unit, Parents’ Magazine, Success- 
ful Farming, Sunset, 
day Evening Post, This Week and 
Woman’s Home Companion. 

Goold & Tierney, New York, is 
the agency. 


Chirurg Sets Up 
Profit-Sharing Plan 


James Thomas Chirurg Com- 
pany, Boston and New York, has 
offered its employes a profit-shar- 
ing plan worked up in coopera- 
tion with an insurance company. 
The plan requires the agency to 
set aside a predetermined per- 
centage of each year’s profits to 
build up the pension and insur- 
ance funds. 

Each employe receives free life 
insurance coverage and annually 
receives credit in the Chirurg pen- 
sion plan, the proportion depend- 
ing upon salary level and length 
of service. 

Bowes Joins Spalding 

Fred H. Bowes, vice-president 


and sales manager of Etching 
Company of America, has _ re- 
signed to become a partner in 
Robert F. Spalding, manufactur- 
ers’ agent. Effective Jan. 2 the 
company will be known as 
Spalding & Bowes, 537 S. Dear- 


born St., Chicago, 
manufacturers 
fcr industry. 


representing 
of basic materials 


The Satur- | 


Transportation Ads 


Hit $23,000,000 


New YorK—tThe transportation 
advertising medium hit a record 
$23,000,000 volume in 1947, an in- 
crease of about 7% from the $21,- 
500,000 volume in 1946, the Na- 
tional Association of Transporta- 
tion Advertising has_ reported. 
More than half—or 4%—of this 
was due to increased rates. 

Although the medium has been 
in a nearly “sold out” condition 
for several years, NATA said, 
standardization of sizes and addi- 
tional traveling displays on the 
outside of vehicles were factors in 
the expansion. 

The current $23,000,000, it was 
explained, was. divided about 
evenly between national and local 
advertising, with both showing 
about the same amount of in- 
crease. 

Wm. Wrigley Jr. Company, Chi- 
cago, continued to be the largest 
transportation advertiser. Leading 
agencies in placements in this 
medium were Foote, Cone & Bel- 
ding, J. Walter Thompson Com- 
pany, Batten, Barton, Durstine & 
Osborn, and Arthur Cohn & As- 
sociates, New York. 


Agency Appoints Four 
Mark A. Van Liew, copywriter, 
has been named copy chief of 
Scrivener, O’Brien & Co., Roches- 
ter, N. Y., advertising agency. 
Philip G. Knapp, who joined the 
agency in September, has been 
appointed production manager. 
William P. Blackmon, formerly 
advertising manager of Ward 
Natural Science Museum, Roches- 
ter, and William B. Myers have 
joined the agency as sales repre- 


sentative and copywriter respec- 

tively. 

| 

WGNI Not for Sale 
Station WGNI, Wilmingtcn, 


& C., has been withdrawn from 
the market and will continue to 
be operated under the ownership 
of General Newspapers, Inc. 
Frederick Willetts, who had 
agreed to purchase the 250-watt 
station Nov. 1, subject to FCC ap- 
proval, has asked to be released 
from the agreement because of 
illness. Gus Jones will continue 
as manager of the station. 


Young Joins Lupton 


W. L. Young, formerly in the 
industrial research department of 
Anaconda Copper Mining Com- 
pany, has joined John Mather 
Lupton Company, New York, as 
an account executive. 


leading national ad-} 


pictures— 
Na- | 


‘Rossman Advanced 


Gerald F. Rossman, advertis ing 
and sales promotion manager of 
Superior Coach Corporat On, 
Lima, O., has been promoted to 
manager of the ambulance an¢ 
funeral coach divisions. 


Joins Ewell & Thurber 


Glenn Morris, formerly mian- 
aging director of the Nationa] 
Golf Foundation, Chicago, has 
joined Ewell & Thurber Aggo- 
ciates, Chicago, as an account ex- 
ecutive. 


Ree 
for 


(| 
minut 
all sti 
will b 
ment 


Sales Manager wanted to virtually 
control an American subsidiary cor. 
poration for highly rated British pub. 
lic Company. Age up to 48 years. 
Capable of building up nation wide 
sales of English top caliber exclusive 
product, acknowledged unique by 
greatest American stores. Must be 
first rate personal salesman and ne- 
gotiator with good knowledge of 
most influential stores and mail order 
houses. 


He should be experienced in market 
assessment, building up and controll- 
ing sales force, working with adver- 
tising agent and organizing import 
and distribution. Great advantage if 
able to show live publicity sense and 
"know-how". 


Salary, expenses, commission on sales, 
financial interest in results. Must be 
free and willing to travel. 


Our ideal is an American born or 
British born man (with minimum five 
years in U.S.A.) ready and able to 
build up himself and organization 
from modest start to 48 State setup. 


As this is a vitally important appoint- 
ment applicants must give fullest de- 
tails; photo, age, height, education, 
experience (appointments, dates, em- 
ployers, and salaries earned) and 
sufficient to indicate experience of 


modern tested scientific marketing 
and selling. ; 
Selected applicants will be inter- 


viewed by Managing Director of the 
British Company who is flying to New 
York early January and will make im- 
mediate decisions. Applications by 
airmail to: 
Sigmund Metz 
342 Madison Ave., New York. 
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TWO 
ACCOUNT EXECUTIVES 
WANTED 


Our expanding business makes it 
necessary to add two Account 
Executives to our staff. The men 
we are seeking are between 30 and 
35 and preferably will have had 
several years of agency background 
One of them will have had expe 
rience with packaged foods and th 
other will know the drug field. Good 
creative judgment and willingnes 
to cooperate with large group « 
essential. Fine opportunity to wi 
on important national accounts 
Profit Sharing Plan starts immeui- 
ately; Annuity Plan in three years, 
Stock Ownership Plan in five years. If 
qualified, write full details of personal 
background and business history ©0 


Ray Fowler 
Needham, Louis and Brorby, li 
135 South La Salle Street 
Chicago 3, Illinois 


SALES REPRESENTAT! © 


One of America's foremost designers °"° 
producers of functional displays 5 
production a new display case to be 
to drug and department stores. V 
like to contact manufacturers age” 
sales organizations having aggressive pe- 
cialty salesmen. Wire or write. 


Box 6906, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, 
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Record Campaign 
for Ford Trucks 
Gets Under Way 


(Continued from Page 1) 


minute radio spots on “virtually 
all stations in the country” also 
will be employed in the announce- 
ment campaign. 


List 200 Publications 


The national magazine schedule, 
starting Jan. 10 in The Saturday 
vening Post, will include Busi- 
Week, Fortune, Nation’s 
usiness, Newsweek, Time and 
Inited States News, all national 
ind state farm publications, and 
in extensive list of trade and vo- 
ational publications. In all, offi- 
ials say, the publication list will 
omprise a total of 200. 
Ford-sponsored television pro- 
rams, the “Ford Theater” and the 
ealers’ new Fred Allen Sunday 
adio show will share in the an- 
ouncement. Ford also has pre- 
ared three one-minute movies 
hich it plans to book in 1,200 
sweaters. 

The company’s national cam- 


hess 


4ign boosting the new truck line 
ill be supplemented by local 
swspaper advertising by the 
rm’s 640 dealers. 

iJ. Walter Thompson Company 
andles the account. 

ompton Enlarges 

hicago Operations 
Compton Advertising, New 


rk, beginning Jan. 1 will serv- 
e its midwestern clients through 
e enlarged facilities of its Chi- 
go office. 

Mary Roe, formerly of the 
ency’s Detroit office, has been 
pointed Chicago office man- 
if 


* | tothe 
ss 2/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


‘ i. ; 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 
1230 Washington Bivd., Chicago 7, Wlinois 
Write on Business Letterhead For Market Dota Folder 
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The Perfect Insulation for Your Home! 
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SAMPLE—This new dealer display, being distributed by Zonolite Co., Chicago, 

miner and manufacturer of vermiculite, features an actual sample of Zonolite 

brand vermiculite insulating fill, and asks customers to "see it—feel it." Ruth- 
rauff & Ryan is the Zonolite agency. 


‘Reader's Digest’ 
Holds 8,000,000 


PLEASANTVILLE, N. Y.—Circula- | 


tion of the domestic edition of the 
Reader’s Digest declined about 
2% in 1947 from 1946, Frank Her- 
bert, circulation director, told AA, 
but was still “over 8,000,000.” 

Newsstand sales were off, he 
explained, but subscriptions ex- 
panded. 

Currently newsstand sales are 
climbing again. Mr. Herbert did 
not comment on reports that the 
Digest’s newsstand sales, which 
had reached an all-time peak of 
4,200,000 during the war, de- 
clined to about 2,000,000 and are 
now estimated at 2,700,000. 

Another report said that the 
Digest’s over-all domestic total is 
now only about 7,000,000. 


Chevrolet Ups Sarvis 


Ivan X. Sarvis, regional man- 
ager of the Chevrolet Motor divi- 
sion’s southwest region, has been 
named assistant general sales 
manager of the division, with 
headquarters in Detroit. 


LeVally Appoints Sharp 
Gretchen Sharp, formerly with 

Swaney, Drake & Bement, has 

been appointed media director of 


LeVally, Inc., Chicago, succeed- 
ing Pauline B. Watros, who has 
resigned. 
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TRY THIS ON YOUR PHONE 


ast¥ HALL 


. . . Write or Phone for 

one of our Representatives 
—Let us show you samples of work 
we ore doing for successtul institutions. 


FAITHORN CORPORATION 


. » You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicage 11 » Whi. 2300 
DAY AND NIGHT 


SERVICE 


Firestone Shows 
Films on Liberia 


New York —Firestone Tire & 
Rubber Company, Akron, pre- 
sented before advertising execu- 
tives here recently a 55-minute, 
2,000-foot film on “Liberia— 
Africa’s Only Republic.” The film 
shows, among other things, Fire- 
stone’s production of natural rub- 
ber, from 10,000,000 trees on 80,- 
000 acres in Liberia. 

In late 1946, Charles Morrow 
Wilson, newspaperman and au- 
thor, supervised the shooting of 
27,000 feet of motion picture film 
depicting steps taken from the 
clearing of the jungle to the ship- 
ment of rubber across the Atlantic, 
as well as sequences on typical 
activities of the natives. The pic- 
ture was made by Lewis Sound 
Films. In 1945 Mr. Wilson lived 
in Liberia for several months 
gathering material for his newly- 
published book, “Liberia—Africa’s 
Only Republic.” 


Mark 100th Year 


Release of the picture and book 
both coincide with the 100th anni- 
versary of that republic. 

The picture will be distributed 


to neighborhood theaters, and 


| YMCA booking offices, and spe- 


cial showings will be arranged 
through Firestone district offices. 


| Six short films will be adapted for 


specialized distribution: 


1. “Firestone in Liberia,’ 25 


/minutes, a short version of the 55- 


minute film, for luncheon and 
service clubs. 

2. “Rubber From Liberia,” 30 
minutes, for Firestone people and 
those of other industrial organ- 
izations. 

3. “Medicine 


in the Tropics,” 


(25 minutes. 


4. “Trade School in the Trop- 
ics,” 10 minutes. 

5. “Liberia Plays,’ 10 minutes, 
for school distribution. 

6. “Liberia’s Democracy,” 
minutes. 


10 


| Chevrolet Sets Record 


For the second consecutive 
month, Chevrolet truck sales hit 
a new high, with 29,701 units sold 
during November, T. H. Keating, 
general sales manager of Chevro- 


let Motors Corporation, reports. 
This figure was 241 units higher 


than the previous all-time record 
set 4:2~Oevober. 


Join ‘Popular Science’ 


Edwina Lowe, formerly with 
United States News and Capper 
Publications, and Vivian Sande, 
formerly with Liberty, have 
joined the advertising sales pro- 
motion staff of Popular Science 
Monthly, New York. 


| Advertising Company, 


National Guard's 


Enlistment Drive 
Termed Success 


St. Lours—A National Guard 
drive supported by a national ad- 
vertising and public relations pro- 
gram is credited with producing 
almost 82,000 enlistments during 
the Sept. 16-Nov. 16 period. 

The campaign, through Gardner 
not only 
achieved an outstanding success 
but won the praise of one of the 


|National Guard’s severest critics 
|—the U. S. Marine Corps. 


| to 


The enlistments, starting at 6,- 
500 the first week, climbed stead- 
ily to hit 17,500 the final week, 
enabling the National Guard to 
reach a strength of 201,041 as of 
Dec. 1. New York, which led the 
states in total enlistments with 
5,547, rose from 350 the first week 
1,469 the final week of the 


| drive. 


Cramer Gets Praise 


Congratulations on -success of 
the recruiting campaign were sent 
to Maj. Gen. Kenneth F. Cramer, 
chief of the National Guard Bu- 


'reau, by Brig. Gen. William T. 


| Clement, 


‘and men of the National Guard | 


Reserve, who said that the officers 


“have every reason to be proud 
indeed of this accomplishment.” 


.N. Y. Food Retailers 
Plan April Campaign 


director of the Marine-| 


The campaign got under way | 


with plenty of fanfare, since 
President Truman had proclaimed 
Sept. 16—seventh anniversary of 
induction of the National Guard 
into federal service for World War 
Il—as National Guard Day. Full- 
page ads featuring a picture of 


the president and his message, | 


headlined “What the new Na- 


tional Guard means to you,” ran | 


in an extensive list of national 
magazines, and_ reprints 
widely used 
local units. 


Kits Sent Out 


Complete kits, including sug- 
gestions on how to conduct the 
campaign and such aids as mats, 
pamphlets and speeches, were fur- 
nished to every unit of the Na- 
tional Guard. Highlight of the 


were. 
in newspapers by | 


public relations part of the drive | 


was the sending of field men, in- 
cluding agency representatives 
and National Guard Bureau of- 
ficers, to aid the campaign in the 


various states. This personal con- | 


tact was credited with winning a 
big share of the enlistments in 
New York state. 

Two radio programs sponsored 
by the National Guard plugged 
the drive. Outstanding air officers, 
including Lieut. Gen. George E. 
Stratemeyer, appeared on 


Paul| 


Whiteman’s show, aired Mondays | 


via ABC, and the Secretary of the 
Army, Kenneth C. Royall, ap- 
peared on “Block Party,” aired 
Thursdays on Mutual. The enlist- 
ment campaign, endorsed by both 
the Advertising Council and the 
National Association of Broadcast- 
ers, also drew a hefty number of 
mentions on network shows and 
local stations. 


Speakers Lined Up 


for PR Conference 


Among the speakers 
American College Public Rela- 
tions Association Conference to 
be held Jan. 9 at the Hotel Bilt- 
more, New York, will be Dr. Ly- 
man Bryson, counselor on public 
affairs, Columbia Broadcasting; 
A. A. Schechter, vice-president in 
charge of news, special events and 
publicity, Mutual Broadcasting 
System, and Sydney Eiges, vice- 
president in charge of press, Na- 
tional Broadcasting Company. 

Joseph Carleton Beal, public re- 
lations director of the annual 
radio and business conference and 
the evening and extension divi- 
sion, City College School of Busi- 
ness, organized and will preside 
over the sessions. 


at the 


The New York State Food Mer- 
chants Association, New York, - 
will act as coordinator of “Gro- 
cers’ Ac-Sell-Eration Month” in 
April, calling for a. giant cani- 
paign for the stores during the 
first half of the month, to be fol- 
lowed by a state-wide sale during 
the last two weeks of April. The 
promotion will not be confined to 
members of the association, but 
will be extended to every retail 
focd merchant who wants to par- 
ticipate. 

The association will supply sug- 
gested articles, releases, newspa- 
per mats, radio scripts, etc. for 
local promotion and will make 
available a sales kit for the retail- 
ers. Between 12,000 and 15,000 
stores are expected to tie in with 
the month’s activities. 


Aubrey Joins Conde Nast 


James Thomas Aubrey Jr., for- 
merly with Street & Smith Pub- 
lications, has joined the Los An- 
geles sales staff of Conde Nast 
Publications, Inc. 


“Offices in Chicago 
New York ¢« Detroit 
St. Louis « Los Angeles 
Son Francisco 
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Nielsen Figures on Top-Rated Shows 
Week of Nov. 16-22, 1947 


All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 


Total Audience | Average Audience 


a | 


Skelton Program — 
Jumps 5.3 Points 
in Nielsen Index 


Cuicaco—A. E. Nielsen Com- 


> w«~&% > wf 
sas s2 = Be le. £2 5 $f 
=f oF <=] -=6 Se. o§& ss 
Se ae Program ge && |\24 &e Program éé && 
1  C are 32.5 +2.9) 1 2 arena 25.3 +2.5 
2 a6 CU So eee 30.3 +3.5| 2 OS ae 24.3 +1.9 
3 .  £.. Bere 29.2 +3.0|) 3 i. S a. RA 23.8 +3.6 
Tt & Aa geperpeps: 26.1 +2.5| 4 Re 22.1 +4.7 
‘§ ke 25.7 +53) 5 ae ORS 21.5 +6.0 
5 4 Truth or Consequences...... 244.8 —0.9 6 4 Truth or Consequences...... 19.8 —0.2 
1 _NR My Friend Irma............ 24.2 +4.1/ 7 1 Chase and Sanborn......... 19.7 +2.1 
8 © 9 Chase and Sanborn......... 24.1 +1.4) 8 5 Mr. Dist. Attorney......... 19.0 0.0 
PRS & ere 23.9 +1.0| 9 19 My Friend Irma............ 18.7 +3.5 
~ 10 11 Your Hit Parade........... 23.1 +0.9 | 10 SD NE Shee 00 800s ewe 18.3 +-1.2 
11 13 Fitch Band Wagon.......... 22.6 +0.9/ 11  * * (6 sae aay 17.4 +1.3 
12 7 Mr. Dist. Attorney......... 22.3 —1.2 | 12 a. See 171.4 0.0 
13 Ss aoa ..21.9 +1.3) 13 14 Aldrich Family ........... 17.0 +1.4 
14 12 Date With Judy............ 21.9 -+0.0) 14 13 Fitch Band Wagon.......... 16.5 -+0.7 
15°- 18 Godfrey's Scouts .......... 21.5 +1.0/)15 NR Screen Guild .............. 16.3 +2.6 
= ft 3. eee 21.4 —1.0/ 16 18 Godfrey's Scouts .......... 16.0 +0.8 
17 17 Aldrich Family ............ 21.2 +0.7| 17 ce £ se 15.8 —1.1 
“18. pe: it aa 21.0 —2.7|'18 NR Mr. & Mrs. North......... 15.6 +2.0 
19 2 fk aaa 20.8 +0.4) 19 20 Date With Judy............ 15.5 +0.4 
20 NR Kraft Music Hall.......... 20.7 +1.6|20 NR Baby Snooks .............. 15.5 +1.7 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 ee 68... wet 171.06 +1.3| 1 t Lone Ranger ..........0... 12.9 +-1.0 
2 3 Bill Henry News........... 13.4 +1.7/) 2 2 Bill Henry News........... 12.1 +1.7 
3 ef >) aes 12.9 +0.7!) 3 i ” 2 ere. 10.1 +0.5 
DAYTIME, 2 TO 5 A WEEK. 15-30 MINUTE PROGRAMS. 
1 2 Back Stage Wife........... 10.7 —0.2] 1 2 Back Stage Wife........... 9.3 —0.5 
2 1 Right to Happiness......... 10.4 —0.6| 2 1 Right to Happiness......... 9.1 —1.0 
3 6 Young Widder Brown....... 10.4 +0.4) 3 1 Young Widder Brown....... 9.1 +0.4 
a cS fe 10.3 +0.1) 4 & Dieta Des ..........00% 9.1 —0.1 
5 13 Wendy Warren ............ 10.3 +1.3) 5 3 When Girl Marries......... 9.1 —0.1 
6 3 When Girl Marries......... 10.2 —0.1/ 6 5 Our Gal, Sunday........... 8.7 —0.1 
1 8 Our Ga‘, Sunday........... 10.0 +04) 7 ff a See ere 85 +0.5 
8 9 Portia Faces Life........... 9.6 0.0; 8 11 Rom. Helen Trent.......... 8.3 +0.5 
9 NR Arthur Godfrey ............ 9.5 +1.0| 9 NR Wendy Warren ............ 8.2 +0.9 
10  & \ | SNe See 9.4 +0.4/ 10 = Deve eee. Ue. .......%. 8.2 0.0 
11 eS arr 9.4 —O.4/ 11 8 Lorenzo Jones ............. 8.1 —0.4 
12 15 Rom. Helen Trent.......... 9.3 +0.6/ 12 6 Pepper Young ............. 719 —0.6 
13 11 My True Story......... ee 0.0 | 13 14 Ma Perkins (CBS)......... 1.9 +0.3 
14 So Ok ae 9.1 —0.9| 14 = rarer 71.9 +0.3 
15 NR Ma Perkins (CBS)........ 9.0 -+0.5| 15 - hf Bare 7.5 +01 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 3 Grand Central Station...... 14.3 +1.1] 1 1 Grand Central Station...... 11.8 +0.8 
2 2 Armstrong Theater ........ 13.9 +0.6|) 2 5 True Detective Mystery..... 10.8 +1.1 
3 4 True Detective Mystery.....13.3 +0.8/ 3 2 Armstrong Theater ......... 10.7 —0.2 
| ££ Sh. eee 13.2 +2.7| 4 NR Adventurers’ Club ......... 9.4 +1.1 
5 f- gf Serer 13.0 —0.8| 5 SS - Se 9.2 —0.9 


NR—Not ranked in “Top Programs’’ in preceding report. 


; of America, Hollywood, to pro- 
Plan 4 Video Shorts ot four television short sub- 


Foote, Cone & Belding has been | jects for Union Oil Company. 
appointed by United Productions| Titles of the pictures will be 
‘Minute Man Magic,” “Billboard,” 
\“Hoodlums Under the Hood” and 


H Oo Ss I E R Y | “Sludge Bound.” 


f | Appears in New Format 


| Effective Jan. 1, the Journal of 
|Home Economics, Washington, will 
|appear in a new format. The size, 

cover, design, color and type of 
| the publication have been changed. 


Wholesalers: 


to Retailers an 

Monthly Hosiery Merchandising | : . . 

a emerremeneremees § Acquires Recording Firm 

_ Buye rs of Hosiery : Wire Recording Corporation of 
|America has taken over the as- 


|sets and manufacturing facilities 
of St. George Recording Equip- 
|}ment Company, New York. 


KNIT GOODS WEEKLY | 
| Madison Ave., New York 10 


Choose the best possible medium of 
reproduction for each individual job! 
ALLART offers you your choice of quality 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


OALLART convoration 


The key organization in the Allart Graphic Group + 234 North Broadway, Milwaukee 2, Wisconsin 


pany’s third semi-monthly release 
|of its figures on program ratings, 
/covering the week of Nov. 16 to 
| 22, shows Lux Theater again lead- 
ing in total audience and also the 
‘column of average audiences—not 
|reported in the previous release 
| (AA, Dec. 15). 

Larger audiences are reported 
this time for most of the top eve- 
ning and daytime programs. Big- 
|gest jump was made by the Red) 
Skelton show, whose total audi-| 
ence of 25.7 and average audience 
of 21.5 were up 5.3 and 6 points, 
respectively. The Skelton show 
went up from 20th in total audi- 
ence to fifth. 

At the same time, “Duffy’s Tav- | 
ern” skidded from fifth to 18th in 
total audience although its rating 
went down only 2.7 points, to 21.0. 
“My Friend Irma” advanced from 
21st place to seventh. 


Other Positions Change Slightly 


“Back Stage Wife” took the lead 
away from “Right to Happiness” 
in the daytime 2-to-5 a week pro- 
'grams, but they were not as far | 
|ahead of the pack as before. | 
“Grand Central Station” moved | 
into first place in total audience 


|}among Saturday and Sunday day- | 
| time programs. : | 
The new report does not show | 
|the rankings for “homes per dol- 
lar” achieved by the shows. 
| Nielsen’s total audience indi-| 
| cates the total number listening 
‘during part or all of the program, | 
jand the average audience reflects 
\the average number listening 
| throughout the program. 


Admiral Promises 
to Revolutionize 
Television Sales 


Cuicaco — Admiral Corporation 
|plans to be one of the first video 
| manufacturers to use four-color 
spreads extensively in national 
magazines to promote its new 
video sets which, the company 
\claims, will 
|the merchandising of television.” 
| The sets, a closely guarded 
‘secret for many months, will be 
introduced Jan. 5 at the opening 
'of the Furniture Market here, and 
/a trade publication drive is sched- 
|uled to start in January. 


} 


Local newspaper promotions | 


, will introduce the set market by 
_market, as dealers in video cities 
|receive their supplies. Following 

the newspaper drive, center four- 
{color spreads are scheduled for 
‘American Magazine, Collier’s, 
‘Look and The Saturday Evening 
| Post, all in May. 

Additional copy boosting the in- 
/novations is set to appear in the 
Metropolitan Group in early sum- 
|mer, and later in women’s and 
service magazines. 

Cruttenden & Eger is the 
agency. 


To Armstrong, Schleifer 


Armstrong, Schleifer & Ripin, 
New York, has been retained to 
handle the advertising of Fletcher 
Smith Studios, producer of com- 
mercial and educational films. 
Trade publications and direct mail 
will be used. 


| 
-WFMB Boosts Power 
Station WFMB, San Diego, Cal., 
has received a construction per- 
mit from the FCC granting it a 
power increase from 250 to 1,000 
watts. The ABC affiliate expects 
to begin operations on the aug- 
mented power around Feb. 1. 


6 ee EP EE EE 


'to be broadcast over the U. S.|This will be extended to other ' 


U. S. Rubber Launches 


“completely change | 
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lhe Creative Wan: Corner 


? 

/ 
Having divested himself of a number of hoped-for gifts j 
for the advertising fraternity, just one week ago, in a gush : 
of Christmas spirit, the conductor of this so-called column ( 
this week makes bold to divulge some of his more carefully / 
considered resolutions for the New Year—in order to put at} 
ease those of his readers whose opera he has not yet gotten : 
around to praising with faint damns; to wit: ¢ 
1) To continue his policy of understatement rather than / 
overstatement in his praise of those advertisements he finds 
praiseworthy as well as in his criticism of the few he feels j 
needful of criticism; : 
2) To retain his humility in sitting in judgment on a / 
profession whose anointed are occasionally paid in direct } 


‘ 


Qo>yplUhmS Hh} 


Ost ot w 


disproportion to their ability to interpret the products of 
American business to the people who buy them; 

3) To strive even more diligently than he has in the past 
to confront his Dear Readers with conclusions they might 
only reach in the silence of their dark bedrooms or in the 
noisy confusion of a taproom at 3 a.m. after a dozen 
Scotch-and-sodas; 

4) To hope for a letter of encomium from those whose 
toes he inadvertently steps on as well as from those on 
whose wet brows he bestows a garland of laurel; 

5) To work for the increased efficiency of the profession 
in which, in his particular capacity, he can sit only on the 
sidelines—unwept, unhonored and, fortunately, unknown. 

A happy New Year to youse all. 
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America’s Gift Universal Makes } » 
to Austrians— Television Short | « 


‘ in 
7 be _ New YorKk—Universal Interna- 
Musical Skits tional Pictures, which produced a F ps 
VIENNA — Singing commercials | special five-minute short subject | is 


soon will be put to use by the) for the purpose, is combining tele- 
Americans as a weapon in the|vision spots with radio announce- P 
psychological warfare of West| ments to publicize Nunnally John- ] 
versus East. {son’s “The Senator Was _ Indis- 
According to the New York |creet,” starring William Powell. ~ 
Herald-Tribune, the musical plugs The films were shown daily on 
will be introduced to the Austrians | WCBS-TV and WNBT here and§@ jj 
on Jan. 6 during “The American |the radio spot campaign is ‘con- 
Relief Hour,” a weekly program |tinuing over five local stations. 


Army operated station. | cities on a cooperative basis, via 


Translated freely the announce- 'Monroe Greenthal Company, pre- de 
ments sound something like this: | ceding the showing date of the of 
“Everything comes from _ the! movie. Th 
United States that I saw in my| The late Mark Hellinger’s laik§ 
larder. Yes, happy days are here | production, “The Naked City,” also ° 
again and I recognize them joy- is scheduled for spot radio promo- Ur 
fully.” tion on New York stations prepar- the 

The program will feature atory to its opening in late Janu-§ 
/musical skits designed to show the | ary. pe 


Austrians what share of their ra- | ae 
me 


‘tions, including eight out of 10 ° - 
loaves of bread, comes from | Union Bag Starts Drive ( 
America. Union Bag & Paper Corporation, § de 


|Savannah, has started a new series J Ne 
‘of advertisements, calculated tog bu 
encourage land owners to use im- § ter 
proved forestry practices. Ads will # yw, 
|run 672 lines, and feature his- 
torical and other facts, and will 
appear in all dailies and weeklies 


New Uskon Unit 
United States Rubber Company, 


New York, took space in the Dec. 
23 issue of the New York Herald|jin the state. French & Preston, § 
Tribune to introduce its new Uskon | New York, is the agency. ] 
‘heating units. The company in- offi 


stalled the unit for inspection in , nm 
*X YOUR DIRECT MAIL™ | 


the prefabricated house built on 
the day you want it 


|5th Ave. at 48th St., New York, 
which is first prize in the Spence- 
Chapin adoption service expan- 


sion program. No concentrated the ~— ages ad Ly 
'campaign for the heating units is 

planned by the company until the | Direct Mail Specialists G 
| fall of 1948, because of production eee 7 


| difficulties. SE Ta,” ~ 
__ The agency is Campbell-Ewald | @ Addressograph Lists Oo 
|\Company, New York. | @ Varityper Composition ney 


| } den 


CALDWELL [© 


LETTER SERVICE ~ 
5 WEST ONTARIO STREET ed 


| Promotes Don Losee 


Don M. Losee, formerly in the 
'Chicago office of Anheuser-Busch, 


Inc., has been named manager of  SUPerior 8154 Chicage 4y day 
the Detroit branch. > 
— ult 

— = reg i ho ane kh i "ea q Dat 


hhe record each month to 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 
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Radio Listenership 
in Cincinnati | 


Tops Other Cities | 
New YorK—More people list- | 
ened to their radios during the! 


survey period for the November- | 


December Pulse report in Cincin- | 


nati than in the four other cities 
covered. 

Sets-in-use for Cincinnati was 
30.3, covered by Pulse for the first 
time, compared with 22.1 for Bos- 
ton and around 23 for New York, 
Chicago and Philadelphia. 


Wearing the Lucky Strike ban- | 


ner, Jack Benny topped the pop- 

ularity list with a rating of 28.6. 

Next in line was Standard Brands’ 

Fred Allen, who scored 25.4. 
Other evening favorites: 


Charlie McCarthy (Chase & San- 
DT  . 4s oa 6 ie Re eae 24.6 
Radio Theater (Lux), CBS...... 24.0 
Fibber McGee & Molly (Johnson’s 
 UNNES & oidia 6 en's ER en Ss 21.6 
Bob Hope (Pepsodent), NBC.... 19.6 
Truth or Consequences (P&G), 
Se Cer ae ed eis kd eke ae 19.5 
Mr. D. A. (Bristol-Myers), NBC.. 19.2 
Bandwagon (Fitch), NBC....... 18.9 
Red Skelton (Raleigh), NBC..... 17.6 
Swift & Co.’s segment of tun 


Breakfast Club (9:30-9:45 a.m., 
EST) over ABC led the daytimer:s 
with a rating of 7.5, followed by 
soaper Helen Trent, sponsored by 
Kolynos over CBS, with a 7 rat- 
ing. Not included in the running 
are Arthur Godfrey’s 11 a.m. show 
and Ma Perkins, neither of which 
is carried in Cincinnati. 


‘American Weekly’ 
Shows ‘New Look’ 
in U.S. Markets 


New YorK—The “New Look” 
in selling and advertising, as de- 
veloped by the plans and research 
department, provided the keynote 
of the annual sales meeting of 
The American Weekly. 

John Erskine, professor emeritus 
of English literature at Columbia 


University, and a contributor to) 


the weekly, pointed out that 
“there is no education without en- 
tertainment.” Many educators, he 
explained, should adopt lighter 
methods of teaching the classics. 

George B. Roberts, vice-presi- 
dent of the National City Bank of 
New York, was optimistic about 
business prospects in 1948. Wal- 
ter Howey, editor of The American 
Weekly, said that women readers 
had requested nearly 1,000,000 re- 
prints of its homemaking articles 
in 1947, 

Executives of the weekly’s eight 
offices presented outstanding sales 
jobs which resulted in advertis- 
ing totaling $15,000,000 from 220 
products in 1947. 


Lyons Tooth Paste 


Gets Strong Backing | 


The R. L. Watkins Company div- 
‘sion of Sterling Drug, Inc., New 
York, will spend $350,000 for a 
newspaper campaign in 1948 in 
behalf of Lyons tooth paste. A 
combination ad for Dr. Lyon’s 
toolh powder and Lyons tooth 
paste will appear in the Feb. 22 
‘tion of the Metropolitan Sun- 
y comic group of 42 newspapers 
ering the first five markets. 
teen insertions of 600-line 
each will appear in 52 news- 
s each month during the year 
&x cpt June and July. 
addition, Sterling’s three net- 
programs will carry Lyons 
paste commercials in addi- 
» the other Sterling products. 


tlo 


Th ‘ pson-Koch Company, New 
York handles the newspaper and 
sp ‘SS paper advertising, while 
‘anccr-Fitzgerald-Sample, New 
oy handles the radio advertis- 
Bogart Joins Durstine 


Wiliam G. Bogart, formerly 
wey thief in the Chicago office of 
. . Ayer & Son and Beaumont 


to 


“Nnati office. 


Last Minute News Flashes 


Bermuda Trade Board Plans Record Campaign | 

HAMILTON, BERMUDA—The Bermuda Trade Development Board will | 
launch the largest advertising campaign in its history beginning late | 
in January. The schedule includes advertisements in Bride’s Maga- 
zine, Harper’s Bazaar, Holiday, House & Garden, National Geographic 
Magazine, Newsweek, Social Spectator, Time, The New Yorker, Town 
& Country and Vogue. In addition ads will be placed in the travel 
sections of newspapers in nine cities and business papers will be used. 
J. M. Mathes, Inc., New York, is the agency. 


Trans-World Airline Ups Budget 20% 

New York — Trans-World Airline will spénd about 20% more in 
advertising in 1948. Its current figure is $1,700,000 a year. The in- 
creased expenditure reflects additional aircraft and an expected in- 
crease in traffic, domestically and abroad. ZTWA’s advertising depart- 
ment was recently reorganized, with Sam Henry Jr., advertising man- 
ager in charge of domestic promotion, and Chris Stritzinger, overseas 
promotion, both reporting to James C. DeLong, advertising director. 
Batten, Barton, Durstine & Osborn recently took over the account from 
Kudner Agency. 


Carter Company Boosts Ad Budget 25% 

NEEDHAM HEIGHTs, Mass.—The William Carter Company will spend 
approximately 25% more on advertising knit underwear in 1948 than 
it did in 1947. Color ads for knitted baby clothes will appear in Baby 
Care Manual, Baby Post, Baby Talk, Congratulations, Good House- 
keeping, Ladies’ Home Journal, McCall’s, My Baby, Today’s Woman 
and Woman’s Home Companion. Advertisements featuring night- 
gowns and slips will appear in Charm, The Christian Science Monitor, 


Batten, Barton, Durstine & Osborn, New York, is the agency. 


Co-op Ads for Silver Dust Offer Premium 

CAMBRIDGE, Mass.—Cooperative advertisements for Lever Bros. Sil- 
ver Dust are now running in the Pittsburgh-Cleveland area and in New 
England. Copy emphasizes “Silver Dust is back!” and a premium—a 
Cannon face cloth (as in prewar days)—is packed in each box. The 
company expects to begin national promotion, working market by mar- 
ket, after Jan. 10. Sullivan, Stauffer, Colwell & Bayles, New York, 
recently was named agency for this product. 


Jerome Hardy Named Doubleday A.M. 

New YorK—Jerome S. Hardy, who joined Doubleday & Co., in the 
fall of 1946, has been appointed advertising manager of the book pub- 
lishing firm, succeeding Russel Hamilton, who is joining Franklin Spier 
Advertising, New York. Before enlisting in the air forces in 1943, Mr. 


tion, Washington, D. C. 


Plans Expanded Drive for Enoz Moth-Proof 
Cuicaco—The Enoz department of Diversey Corporation will ex- 

pand its national advertising effort next spring with copy featuring 

Enoz Moth-Proof to run in Better Homes & Gardens, Good House- 


panion. Enoz industrial products will be promoted in a long list of 
business papers. Lieber Advertising Company is the agency. 


‘Bombi Perfumer Boosts Ad Budget 40% 

| New Yorxk—Bombi Perfumer, Inc., will spend $100,000 on adver- 
tising in 1948, a 40% increase over 1947. The company will promote 
Entre Nous Parfum with full pages in Holiday and Vogue and Black 
| Magic toiletries with half pages in Glamour, Seventeen and Today’s 
| Woman. Other magazines and newspapers, as yet not announced, will 
'be added to the schedule. Business is currently placed direct, al- 
though it is reported the firm is about to appoint an agency. 


Vick Chemical to Try Video Series 

New YorK—Vick Chemical Company is negotiating with WNBT, 
NBC television station here, for a series of spot announcements and 
weather report signals. This is the company’s initial entry into video. 
Morse International is the agency. 


Dailies Get Ads for Kayser Hosiery 

New York—Julius Kayser & Co. will break a newspaper campaign 
for its new shades of hosiery, starting the week of March 9. On the 
list are 16 cities, including New York, Chicago, Philadelphia, Detroit, 
Los Angeles, Baltimore, Cleveland, St. Louis, Boston, San Francisco, 
Cincinnati, Pittsburgh, Milwaukee, Seattle, Portland and Washinzton. 
Cecil & Presbrey is the agency. 


ABC Gets Texaco Show Froman Replaces Simms 


for Henry Morgan’s Spot Jane Froman will take the vocal 
ABC has snared the Texas Com- |SP°tlight on “The Pause That Re- 
pany’s Tony Martin show, pre- freshes” Jan. 4, replacing Ginny 
viously heard over CBS, to fill the |S!™ms, who left the CBS show 
vacancy left by Eversharp’s drop- |‘ Teturn to Hollywood because of 
ping of the Henry Morgan show. 
Left with 12 weeks of contracted 
time on Columbia, Texaco has put 
together a musical program to 
carry on in the Sunday evening 
spot. 
Tony Martin moves into the 


cast, featuring Percy Faith’s or- 
|chestra, is heard Sundays at 6:30 
p.m., EST. D’Arcy Advertising 
Company is the agency. 


Maas Appoints Newson 


aman, has joined the copy | 
f Roy S. Durstine, Inc., Cin- | manufacturer of basic food ma- 
| terials. 


Wednesday 10:30-11 p.m., EST, 
period on ABC this week. | H. Dorsey Newson, formerly of 
ieanbanempanie | the New York Times and the New 
. . : | York Journal American, has been 
Hipolite to Ridgway _ |appointed director of public rela-| 
Ridgway Company, St. Louis,| tions and special events for Maas 


has been named to direct the ad- 
vertising of Hipolite Company, St. 
Louis. National magazines will 
be used to promote Hip-O-Lite, 
marshmallow creme. 


Brothers, St. Petersburg, Fla., de- 
| partment store. 


Schenberg Resigns 


caaitateinaniniiaiiit Jack Schenberg has resigned as 
P | director of merchandising of Casco 
Stafford Names Robinson | products Corporation, Bridgeport, 
E. G. Robinson has been ap-/|Conn., effective Jan. 1. He was 
pointed sales manager of J. J.| also secretary of the company and 
Stafford Industries Ltd., Toronto,|a member of the board of direc- 
tors. His future plans will be 
announced later. 
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Direct Advertising 
in 1948 Estimated 
at $750, 000,000 


| New York—Combined volume 
of all “direct advertising” in 
printed materials in 1948 has been 


Glamour, Harper’s Bazaar, Junior Bazaar, Mademoiselle and Vogue. | 


keeping, Ladies’ Home Journal, McCall’s and Woman’s Home Com- | 


STOP WASTE—This is one of the news- 
paper ads members of the American 
Petroleum Institute plan to use tris 
winter to stress oil conservation. In- 
dividual companies and groups in 
shortage areas will employ the copy, 
which was prepared by Sullivan, Stauf- 
fer, Colwell & Bayles (AA, Dec. 22). 


U.S. Army Plans 
3 Network Shows 


New York —The first of the 
'Army’s new network shows to 
‘drum up recruits will be heard 
over NBC starting Jan. 5. The 
/program will feature Fred War- 


ing’s orchestra, which will broad- | 


‘cast on Monday and Wednesday 
‘at 10:30 am., EST, under the 
'Army’s auspices. 

Time for this musical session, 
as well as CBS and MBS shows to 
be started later through N. W. 
|Ayer & Son, 


|recruiting service. 


No selection had been made for | 
Hardy worked in public relations for the Automotive Safety Founda- | the comedian to handle the Army’s | 


|half-hour evening show over CBS. 
|Among the availabilities are Jack 
Paar, ex-employe of the American 
'Tobacco Company, and Henry 
|Morgan, whose stay with Ever- 
|sharp ended last week. 

No date has been set for the 
| premier of Tex Beneke as 
|Army feature on Mutual. 

| During the football season the 
irecruiting service carried a full 
+ of games over MBS and 
| ABC. 


‘Esquire’ Names 
Sweetser AM 


New YorKk—Jess W. Sweetser, 
former director of public relations 
and advertising for Curtiss-Wright 
Corporation, and for the past two 
years president of the Sweetser 


|Corporation, New York, has been 


appointed national advertising 
manager of Esquire. 
Prior to his affiliation with 


Curtiss-Wright, Mr. Sweetser was 
senior partner of Sweetser & Co. 


is donated by the, 
/networks; talent is paid for by the | 


estimated by Direct Mail Adver- - 
tising Association at $750,000,000. 
This figure compares with 
DMAA’s estimate of $700,000,000 
for this advertising in 1947 and 
$625,000,000 in 1946. 

The 1948 estimate is based on a 
DMAA survey ®6f its membership 
of national advertisers, users and 
creators of dealer helps, house or- 
gans, catalogs and other material. 

Material included, AA was told, 
is not only mailed advertisigg, but. 
advertising distributed at point of 
sale and from door to door, and 
package inserts. The estimate does 
not include displays at point of 
purchase. 

Charles B. Konselman, of A. & 
M. Karagheusian, Inc., carpet 
manufacturer, president of DMAA,’ 
said that 70.8% of the firms re- 
porting in the survey planned to 
increase their budgets for direct 
advertising; 27.8% will hold bud- 
gets at 1947 levels, and 1.4% will 
reduce them. 


Europe's Children 
to Get Christmas 
Gift from Dorland 


| New York —The clients and 
friends of Dorland, Inc., had a 
different Christmas gift this year. 
'To each went a note on proof 
paper recalling the plight of Eu- 
rope’s children and a summary: 
“They look over our shoulders 
|as we write this greeting to our 
|clients and good friends . . . Some- 
'where in the blackness of Europe, 
ja little child will be fed and 
clothed this winter in your name. 
|All the funds usually reserved for 
|/presents and more elaborate 
|Christmas cards to our clients will 
‘go to the children’s aid through 
|the recognized relief agencies in 
ithe United States. . . 
| “In telling you how deeply we 
wish for your own happiness in 
the New Year, we hope that the 
joy of an unseen child whom you 
have helped will add to your en- 
joyment of your holiday. For this 
/was the spirit of the first Christ- 
mas.” 


CARE Promotions 
to Be Increased 


The output of Cooperative for 
American Remittances to Europe 
(CARE), New York, has increased 
from 8,000 to 35,000 orders per 
day since the Advertising Council 


has been working with the pro- 


f 1935 to 1943. He previousl 
sig 4 Devers )|gram, and a goal of 50,000 daily 


was manager of the New York 


{orders has been set. 


/and a partner in Shields & Co. 


| dio, 


brokerage business of Otis & Co., | To realize this output, a new 


; _ |three-sheet poster pool has been 

George T. Sweetser is advertis-| formed through the cooperation of 
ing director of Esquire. the National Association of Trans- 
|portation Advertising in support 


NAB Industry-Wide Unit of council public service projects. 


e new pool adds 5,000 posters 


. . | 
‘Set for ‘United Stand’ ‘to the 200,000 car card spaces’ 
ill health. The Coca-Cola broad- | 


The executive committee of|donated by transit advertising 


'NAB’s industry-wide music com- | companies throughout the country. 


mittee is scheduled to meet Tues- 
day in New York to name a legal | 
counsel and a public relations rep- | 
resentative to coordinate the ra- 
television, transcription and 
record industries’ “united front” 
stand against the American Fed- 


Appoints McCabe V.P. 


Eugene F. McCabe, general sales 
manager of the eastern division 
sales department of Tide Water 
Associated Oil Company, has been 


eration of Musicians. appointed a vice-president of the 

Following the recommendations |company. He will continue to 
,of the sub-committee, Sidney head the company’s eastern sales 
Kaye, vice-president of Broadcast division. He joined Tide Water 
Music, Inc., is expected to be ap- in 1922. 


proved as counsel. The sub-com- 


mittee’s choice for press agent | 
was not made public. Jewell Agency Moves 
air. an ae Jewell Advertising Agency, 
| Names Bachman Oakland, Cal., has moved its of- 
Andrew J. Bachman, formerly fices to larger quarters in the 
advertising and sales promotion Pierce building. The agency has 
manager of Berry-Burk Store, acquired the following new ac- 
Richmond, Va., has been ap- counts: Royal Host wines, Leader 
pointed advertising director of Stores, Bill Wood Motors, Sacks 
Hachman’s Department Store, Originals, and Continental vene- 


Newport News, Va. tian blinds. 
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Our subscribers make it their business to read Fairchild 
Publications diligently. They lose no time about it be- 
cause they know from experience that we're first with 
the kind of news that affects their business. They just 
don't want to—and they can't afford to— miss any bets. 


When we scoop the big news syndicates — and we do 
it time and again—it's because we have a nose for 
business news and a moral obligation to beat the field. 
What is escape-reading to the consumer public is very 
often a warning signal to our subscribers. And they 
appreciate the opporturfity to jump the gun or pull in 
their horns. 


When Japan was permitted to rebuild its rayon in- 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


Fairchild Business Papers... 
© The Heart of 


the Business News 


following the news like a haw 


dustry and produce 330,000,000 pounds annually — 
of vital importance to American business — we flashed 
the news fully a month before the largest news syn- 
dicate did. As a matter of fact, textile news from the 
Orient is continually being cabled to us by Fairchild 
correspondents . .. it's become a routine affair. 


When the Federal Trade Commission sent to Congress 
its famous report on vertical and horizontal mergers 
in the textile industries, Fairchild Publications scooped 
the field by at least 24 hours. 


117,000 Fairchild subscribers who read assiduously 
are more than quantitative business circulation — they 
are qualitative and reverberating. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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